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The jewelers’ income— 





its make-up, penny by penny 
SEE PAGE 46 








Palladium profit pointers . . . one of a series 


Palladium is MODERN 


... and its gleaming whiteness is always in stvle! 


Smart! White! Beautiful forever! Besides being beautiful and smart, palladium’s 


That’s palladium...sister metal of platinum. New- — whiteness has another important advantage for your 


est of precious metals. customers. Its sparkle brings out all the fire of a 


Palladium’s natural gleaming whiteness is popular diamond. Actually makes a gem appear larger. 
You ll find it smart. too...and profitable... to fea- 
ture jewelry in modern all-precious palladium. 


Um 


a 


with women...smart to wear. Recent surveys show 
that young women prefer white jewelry. 


Palladium is modern... white... light... strong 
.all-precious ... easily worked... nationally advertised. 


PLATINUM METALS DIVISION THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 














id ring, 35 ct. dia- 


| d gry 30 ct. diamond 


hes. “Ait 


7% ct. diamond ear- 
available on memo. 


and she 


shou d WCal 


| iamonds 


wherever she goes 


Diamonps of unmatched pride and beauty that will 
distinguish the wearer now and forever are available 
at all times from William Levine Company. 

At your request, a selection from the world’s most 
beautiful diamonds, assembled by one of America’s 
leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 


DonebefefP 


Willi lam | levine Company 
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NO. 8 THE JEWELERS’ CIRCULAR-KEYSTONE 


Our cover this month is more than decorative 


it suggests o portrait of the retai 


jewelry industry, and that's just what yc 
find on pages 46-63—part 2 of JC-K’ 
current survey. Check your stores operations 


against what other stores ore doina. 


There's timely reading on page 70—the reason 
why one Western jeweler displays so many clocks. 
If you talk before men's clubs, womens ciubs 

or over the air, dont miss interesting 

lecture material on page 98 Tr St f 


British Hallmarks. 





"ON TEN 1 SS wav 18937 


FEATURE: JC-K SURVEY, PART II 46 


MERCHANDISING AND PROMOTION 


Better-than-Ever Diamond Room 66 
He Makes His Own Price Tags 68 

Famous for Clocks /0 

Look for the “Buy Sign” 76 

The Story of British Hallmarks 98 


TABLE TOP FASHIONS 


Table Top Fashions 101, 103 
China Glass & Giftwares, by Madeline Love | 


TECHNICAL 


Design Techniques, by Jack Harriton /4 
Fabulite, by Dr. Frederick H. Pough 78 
The Gyromatic 211, by Henry B. Fried 144 
Workshop Questions and Answers 148 


DEPARTMENTS 
Speaking cf the Jewelry Trade 43 
Letters 84 
They're New 86 
Briefly 114 


News Section 11/ 
Coming Events 136 
Manufacturers’ News 138 
Editorial 160 





How to turn a baby spoon into a diamond ring 


When auntie comes in for a gift for the new niece 
or nephew and you notice how dated her diamond 
ring is, what do you do? Sigh and let it go at that? 
Until recently, that’s about all you could do. But 
now, there's a fool-proof method for turning that 
dated diamond into a new diamond ring sale. We 
call it Formula D-I. Jewelers all over the country 


call it the most ingenious and infallible means for 


selling diamonds 365 days a year. If you'll write for 
an appointment, our merchandising representative 
will be happy to show you exactly how the mighty 
Formula D-I works—word-by-word and step-by-step. 


COLUMBIA 


TRU-FIT DIAMOND RINGS 


A DIVISION OF AXEL BROS. INC., 134-20 JAMAICA AVE., JAMAICA 18, N.Y. 


FOR MAY, 1957 





is the watchword for | DOXA, 


the watch that is years ahead in 


ADVANCED DESIGN and 
ACCURATE PERFORMANCE 


. ‘ ~~ —— 
DX 
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Ont; DARREN ‘a Ford experimental FX Atmos 
<i Viewers 


only DOXA features the fabulous new 


“Jumy _ ee ag 


Feature of the Future 


“Tumy Second E 


The most outstanding advance in watchmaking... 
the “Jump-Second”..a fashionable wristwatch that 
keeps time and measures time with precise accuracy. 
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Here is modern watch styling and performance other 
watches will not duplicate for years. 


' 
\ 


— i 


seen DOXA “Jump-Second” incorporates simple Stop 
iN ONE SECOND Watch control, which permits you to stop the second 
hand, to reset or measure time to the exact second, 


without stopping the watch. 
The exclusive “Jump-Second” feature counts the full 
second, one beat per second...a great advance over 


standard sweep movements. 


From its rugged handsomeness to its accurate per- 
formance, the DOXA “Jump-Second” personifies the 
man who keeps up with modern times. 


DOXA WATCH COMPANY. INC. « 665 FIFTH AVENUE « NEW YORK 22. N.Y 


Reputable jewelers in selected communities are now 
being appointed. Your interest is invited. 
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and 
BLEICHER’S 






Stellate 


SETTINGS 


4 small diamonds set beneath the center dia- 
mond to amplify it to almost twice its actual 


ia ..- among the most potent factors 
in Diamond Ring sales in America today 


We are proud that our products play 

such an important part in the sale 

of the most vital commodity in your 

store ... diamonds. And we’re proud 

| of the fact that many of the sales 

SETTINGS made over your counters are the 

| direct result of K & B creative efforts. 

10 to 12 melee ingeniously surround cénter | look to K & B to be first with the 
diamond to create the appearance of four | bo ahead did ' 

times the weight and twice the spread. newest in €sign and ideas that mean 

diamond volume for you. 
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Available in the nation’s largest array By RRO Rees | | erfect uock 
of mountings in white and yellow gold, Ke | gers CA avensoceuae: mae NI 


including lock sets, as well as men’s ay 


rings. This remarkable setting takes ©: “ikat WH TA No aS 5 ee ee er 
center diamonds from .08 to .50 points. “VW Is Ly 4 with a lip Gr ip Action 


Melee is set in three prongs. Entire set- _ 7 y, 
ting is die-struck with the highest pos- Cs * eo i * © “© © Ay; 
iff Yip 


sible degree of precision. 
s Ee \ I 
Né “ae sos 
“4 , e/ 


Flips like a book page. Disappears com- 
pletely. No twisting or prying. Defies dam- 
age. Built to endure. Entirely die-struck. 
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FREE... to Jewelers / 


one of the largest and finest 


it’s amazing how a Spectaculight 
setting with about '4 carat total 
weight of diamonds vies for 


advertising mat services ever beauty and brilliance with a 
oe | . single diamond of a carat or more. 
produced! It’s the magic of Spectaculight’s 


great success. Precision crafted in 
one of the industry’s most modern RET ne alll 
(? ae > Gee workshops. —<—<———_ 
lf by ultur A s o0e , Rapidly winning recognition as the best ring 
Distributed lock ever produced, the “Flip-Grip’ action is 
through leading proving the answer to the industry's demand 


for these three great new for a foolproof lock. Over 1000 attractive 
J } wholesalers K & B lock sets in our line. 


colorful envelope stuffers 





: diamond promotions! 
| | i _ Creators, Designers. and Manufacturers of “Perfect Ring Findings” 


- Geet ARIAL BUEIOHER INE. 


"Spectaculight" “Perfect-Lock” 136 W.52nd ST., NEW YORK 19, N.Y. 
and others—6 pages in all! _ ae OFFICES IN CHICAGO AND LOS ANGELES 
| STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 
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Introducing 
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79 BY RICHELIEU 




























NOW! A NEW LINE OF 
SIMULATED PEARLS 
CREATED EXCLUSIVELY 
FOR OUTSTANDING JEWELERS 


| 





Cézanne, an exciting new simulated pearl line of elegance. Cezanne was created by Richelieu, the 
exceptional beauty, was designed expressly forthe world’s foremost designer and manufacturer of 
jewelers of America. Cezanne offers a complete simulated pearls. And, of importance to you... 
selection...distinctive styling...fine quality plus | Cezanneispriced togive youavery attractive mark- 
sales-stimulating packaging of truly beautiful up. Ask to see this sales and profit maker today. 


Sold exclusively through leading wholesale jewelers for jewelry store sales only 


Dae 6 MA at 





CEZANNE BY RICHELIEU REPRESENTATIVES TO WHOLESALERS: 


va! th A 


MAIN OFFICE: NEW YORK CHICAGO WEST COAST i 
IRVING J. DANIEL ASSOCIATES MORREY H. FELDMAN MIKE MENDELSON | 
389 FIFTH AVENUE 239 E. MADISON STREET CHESTER WILLIAMS BLDG. 
NEW YORK 16, N.Y. CHICAGO 2, ILL. 215 W. 5TH STREET 
LEXINGTON 2-8648 ANDOVER 3-5954 LOS ANGELES 13, CALIF. 
(HY BURTON AND ED DANIEL) MADISON 9-1939 
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Baker presents ... 


A SETTING 






OF DRAMATIC 
SIMPlLICiIiTIy 












A new BAKER design that gives a 
stunning illusion of added size 






and beauty to the diamond. 






A graceful open “V” 






on the sides allows the greatest 






amount of light to enter, 






giving a vision of increased fire 






and sparkle. It’s so easy to set, 
too, because the beads that hold 
the diamond are inclined to 








just the correct angle. BAKER 






proudly offers this newest design 
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... graceful, light, and sturdy... 












and, most important, 






SO ATTRACTIVELY PRICED! 
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that offers the maximum in sales appeal 





An exquisite creation... 
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| BAKER & CO., INC. 

113 ASTOR STREET, NEWARK 2, NEW JERSEY 
(ENCELHARD INDUSTRIES) NEWYORK + SANFRANCISCO +» LOSANGELES » CHICAGO 
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the great new. 
watch worlds 


THE WALTHAM RAINBOW, 
as illustrated, with case and 
bracelet the color of natural 
gold, to retail $100. FTI 


Other beautiful Waltham ban- 
gle watches, all 17 jewels, to 
retail from $71.50 to $125. FTI 


UNIQUE 17 JEWEL BANGLE WATCH 
WITH TIMELY FASHION APPEAL 


Here’s a Waltham Watch beauty... perfect for wear with fashionable 
shorter sleeves, brief gloves. Along with the time-honored name of 
Waltham, it carries the fashion-rightness that’s an extra spur to sales. 
Less than 44-inch wide, the hand-painted color inlay bracelet 

has charming floral designs. Choice of black, white, red, or blue enamel — 


very effective when sold to match or contrast with costumes. 


WALTHAM WATCH COMPANY 
Executive and Sales Offices: 475 Fifth Avenue, New York 17, N. Y. 
JOSEPH AXLER, President - MELVIN AXLER, Executive Vice President 


America’s First Watch...Sinee 1850 
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LLOYD'S BY 


POLISHOOK | 


< S< A REDUCES YOUR INVENTORY, 


Zap oY fe 
aA INCREASES 
fe ibs ON | R 
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OFITS! 
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/ Advance showing of the new 
| 1957 Inventory Controlled Plan. \ 
) 


| 
j 
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LLOYD'S \\ 
BASIC peel \\ 
WEDDING RING | \ 
Tegal haelsa7 
CONTROL. 
TRAY 


| IS THE RESULT Your customer knows what she wants — The exclusive Lloyd’s tray contains an 
! OF MANY YEARS especially in wedding rings. We have absolute complete selection in your bread 
OF RESEARCH put together a wedding ring tray for +% and butter retail price range from $7.95 
. a ; = — SA) F Po 

you that acts as a salesman and a to $37.50. Styles are exchangeable, guaranteed 
merchandiser. . all in one! Here are fp to move out of your store or we will exchange 
the inactive numbers for faster moving wedding 





ear ' 
| | 
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NOTE: Rings showa 
Pia a 4 ee ee ek a 
You get 48 men's 


We tabulated 





actual over-the-counter of the best-sellers in wedding rings. . : : ) 
experience of hundreds arranged in size, beautifully pre- rings. YOU ARE NEVER STUCK. There 1s a Lloyd's 
of ete ppg the eae . sented and just right for your customer! salesman in your territory who 1s glad to 
eports of our salesmen ; ee ae - : 
seep AED ES IT RMR (Resale price tags on every ring.) serve you — now! 
This is the result — 96 
wedding rings 
? * ; / 
At iat: See eert 3¢ STAMP AND THE COUPON BELOW — AND YOU'RE IN THE WEDDING RING BUSINESS — RIGHT! 


K. POLISHOOK & SON CORP. 
216 East 45th Street, New York 17, N. Y. 
Gentlemen: 
& CORP Please send me more information on your 
° wedding ring tray. 


MANUFACTURERS OF ‘EVERYTHING IN RINGS’’ SINCE 1898 
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ON THE WAY, MR. WATCHMARER! 


FREE, NEW TECHNICAL BULLETINS FOR YOUR 
GUIDANCE AND USE AT THE BENCH! 


Once again, The Watchmakers of Switzerland are happy to bring you most 


important additions to your service handbook. 


The latest in this series of technical bulletins published by Ebauches S. A. 
of Switzerland, are now being mailed to watchmakers and jewelers through- 
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out the country by The Watchmakers of Switzerland. In them you will find 













detailed servicing information on: 


#12...RECORDING CHRONOGRAPH (1 dial aperture, 1 corrector) 
#13...ALARM DEVICE (Caliber with 2 barrels) 
#14...ALARM DEVICE (Caliber with 1 barrel) 


With the help of these bulletins, every watchmaker can now give prompt, 
efficient service to these modern movements. And just as important... the 
jeweler can heartily recommend these types of fine, more expensive watches 
to his customers with confidence. For service and repairs now become as 


quick and simple as for the conventional movement. 
Watch Your Mail. Your copies of these important, free bulletins should soon 


be in your hands, If not received by May 30, write to: The Watchmakers 
of Switzerland, c/o Suite 1105, 730 Fifth Ave., New York 19, N. Y. 





COMING! NEW SERVICE PROFITS FOR YOU! 


Newest addition to the Official Package parts program for popular 
Ebauches movements, are the separate parts for the escapement mech- 






anism and regulated balance wheel assembly. 






All these parts will soon be available. Insure perfect fit and satisfac- 





tion by using only genuine material. Save time. Save money. Order by 






official identification and number from your regular watch supplier. To 


reorder, simply send the Official Package lid to your supplier. 
















“For the gifts you'll give with pride, let your jeweler be your guide” 





R sa ee 
The WATCHMAKERS ee OF SWITZERLAND 


LAN EPS 
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Sign up now for 


OPERATION 


Two great new features spark Jewelry Industry 


Jewelry Industry Council’s OPERATION CHERUB 1957 is designed to bring more 
people into your store in the peak Christmas season. Two new features have 
been introduced to boost your store traffic—(1) an exclusive Christmas Corsage 
traffic-builder, and (2) your store name in a national magazine—LOOK. Here’s 
how OPERATION CHERUB will promote your store as Christmas gift headquarters. 





a They'll come in for your 
Christmas Corsage tra fh c-builder 


This new feature of OPERATION CHERUB 1957 offers 
you 48 colorful Christmas Corsages, in 24 different 
designs—corsages that usually sell for $1.00 or 
more. These corsages—to be illustrated and fea- 
tured in LOOK—will be confined to jewelers and 
jewelers only! Each one is packed in its own trans- 
parent, oval-shaped gift box. You can buy as many 
cartons of 48 as you want—at a price that enables 
you to use them effectively in many ways as low- 
cost traffic-builders. 











2. They'll see your store name 


in LOOK Magazine 







OPERATION CHERUB 1957 offers you a great oppor- 
tunity to be a national advertiser—at a price you 
never dreamed possible! Your store name will be 
listed in the OPERATION CHERUB section of the De- 
cember 10 issue of LOOK (on stands November 26) 
immediately adjacent to page after page of sup- 
plier advertising. This listing will be geographical, 
so LOOK’s readers—one out of every six people in 
your community—can single out your store as the 
place to shop, to see, to buy. This will be an extra- 
ordinary opportunity for you to put the tremen- 
dous OPERATION CHERUB national advertising to 
work locally. 
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Something 
from the 
jeweler’s 
is always 
something 
special 
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| Council promotion to boost your Christmas sales 


BOOST YOUR CHRISTMAS SALES THIS LOW-COST WAY! 


Here’s how you can make this industry-wide, nation-wide 
promotion work for you. Mail the coupon today! 





Plus an Official 
OPERATION CHERUB KIT 


to identify your store as 


CHERUB HEADQUARTERS! 


poo oc eee --------- 


TO: CPERATION CHERUB 
c/o Jewelry Industry Council 
608 Fifth Avenue, New York 20, N. Y. 


Please enter my order for the Jewelers’ Big Special 
Package consisting of the following three units at a 
total cost, including shipping and handling charges, 
of $49.90—a saving for me of over 13%. 


baad 


Check . 
here 


The OPERATION CHERUB 
KIT is made up of the fol- 
lowing: Two hand-deco- 
rated fine china Cherubs 
—One large four-color die- 
cut cardboard Cherub— 
100 Christmas Gift Sug- m 
gestion Booklets with gift 4 


JEWELERS’ BIG SPECIAL PACKAGE—$49.90 


48 Colorful Christmas Corsages, each 
individually gift packed 






My store name in the Operation Cherub 
Section of LOOK, December 10 issue 







The Official Operation Cherub Kit 


suggestions arranged by 4 
age groups—One Official “xq 
Plan and Idea Book—One 


Cherub Mat Book, with privilege of 


Jewelers who wish to buy additional special packages, 
separate Operation Cherub units in addition to the 
package(s) or any of the units without the package 
should indicate their requirements below: 


ordering any or all mats, free of charge. 
Every feature in this kit is specially de- 
signed to bring to your store the benefits 
of this industry-wide effort. 


1 











Operation Cherub is sponsored by the Jewelry Indus- 
try Council with the cooperation of the American 
National Retail Jewelers’ Association and the Na- 
tional Jewelers’ Association. 





MORE THAN 20,000,000 READERS 


FOR MAy, 1957 





Quantity 


Individual’s Name 
Store Name 
Street Address 


City and State 


Item 


Additional Big Special 
Packages 


Cartons of 48 Christmas 
Corsages (1 carton is 
minimum shipment) 

My store name in LOOK 


Official Cherub Kit 


Price per Unit 
$49.90 


$14.16, plus shipping and 
handling charges on 
orders for less than 5 
cartons 


$31.00 


$12.50, plus shipping and 
handling charges 














Check Enclosed 


Please Bill Us 








(Please make checks payable to Operation Cherub) 
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the pride of the new ’57 collection of 


MEN’S JEWEL CASES ., MELE 


| ee 


















































GENUINE LEATHER 


...the ultimate in luxury 


the VANGUARD py MELE 


Magnificent 24 Kt. gold heraldic motif on superb aniline-dyed Genuine Leather. 


Smartly velvet lined, individual slots for 
twelve pairs of cuff links, lift-out jewelry tray 
and concealed compartment for wallet. New Leather-tabbed slide lock. 
Extra-spaciously sized: 11% x 8 x 242” 
In man-styled color combinations: Suntan with harmonizing velvet lining or Jet Black with scarlet red velvet lining. 


STYLE 377 Your Cost: $5.75 Sug. Retail: $9.98 
Perfect for Father’s Day and gift occasions! 


ALL NEW! 
Mele’s Gentry (Retail: $3.98) 
Americas foremost mame tn Jewel Cases 


and Mele’s Squire (Retail: $4.98) 
Vi EE ) MANUFACTURING CO., INC. 
366 Fifth Avenue, New York 1, N. Y. 


excitingly redesigned for ‘57 
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matched to the 
Beatuwe Lack 


diamond rings 


I Fer Hler... 






Each man’s Acceptance Ring is beautifully 
inscribed with the traditional expression 
of love and faith... ‘*Love Conquers All’’ 
... from the Latin—"“Omnia Amor Vincit.” 


- 


Handsome presentation 
case creates a 
“double” sale 
for you! 








THE ACCEPTANCE Ring, token of love and faith 
from the bride-to-be to her beloved... 
proclaiming to the world that he is her accepted. 
Now, the tradition of the ACCEPTANCE Ring 
has become today’s accepted betrotha! fashion. 
Mr. Jeweler, when you show the exquisite FEATURE LOCK Rings for her... 
just show the handsome matching diamond ACCEPTANCE Ring 
for HIM! You'll make an EXTRA Sale! 
So don’t lose any time in being the FIRST to CASH IN on this NEW TREND! 
Write today for stimulating ACCEPTANCE Presentation ... 
includes over-the-counter selling tips, ad mats, counter cards, 
beautifully illustrated customer folders, “personalized” form letters and more. 


Contact your authorized FEATURE LOCK WHOLESALER today, or write for full information. 
FEATURE RING COMPANY, INC. 130 WEST 46TH STREET, NEW YORK 36, N. Y. 


©r a. CO. 1957 FEATURE LOCK PAT. 2507346 AND OTHERS. OMNIA AMOR VINCIT—REG. T.M. APPLIED FoR. @ ACCEPTANCE IS A REG. T.m. 





Spring again, and what 


a promotion Hamilton puts 


behind you—the jeweler! 








The colorful ad on the opposite page tells 
the world about Hamilton’s great new 
styles for Spring giving. 

You're in on the beginning of another 
Hamilton chain reaction that leads di- 
rectly to you, the jeweler. And this is 
how it works. 

First, advertising... forceful, full- 
color pages corral your best prospects, 
kindle new model interest. (More than 
eleven and a half million people will see 
the Spring Promotion ad this month in 
Reader’s Digest and The New Yorker.) 


Then, merchandising. Hamilton offers 
free mounted reprints of this ad for store 
display, newspaper ad mats, radio and 


TV advertising material, literature .. . all 
to help you capitalize on the national 
advertising. 


Next, policy. Hamilton’s pricing and 
distribution are designed to benefit 
jewelers. Notice the “Hamilton jeweler” 
line in the Spring ad—and in every Hamil- 
ton ad. The idea? Let’s be frank. What’s 
good for you is good for Hamilton—and 
vice versa. 


All three are working for Hamilton 
jewelers everywhere. They can work for 
you, too. Why not take advantage of a 
good thing and tie in? Write direct to the 
Sales Promotion Department, Hamilton 
Watch Company, Lancaster, Pa. 
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7O Jrea2asure 


Your gift of a Hamilton watch goes right 
to the heart. For beauty that delights 

the eye, for assurance of second-splitting 
performance, you can give no finer. 

Base your graduation, anniversary or 
birthday gift selection on a talk with your 
Hamilton jeweler. A. Jubilee, $89.50. 

B. Roselle, $55. C. Trilby, $79.50. 

D. Heather, $69.50. E. Dean, $79.50. 

F. Thincraft Il, $89.50. G. Landon, $59.50. 
Other models from $39.50. 


Hamilton Watch Company, Lancaster, Pennsylvania. 


JIANAILTON H ~~ 


the watch jewelers recommend more often than any other 
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NO. 9 SCARF STEM 
NioMKY ME) (0)124 (0) Malia: 


NO. 228 SCREW EAR WIRE — 


NO. 5 PEARL POST 
NO. 250 CLUTCH BACK 


NO. 323 PIERCED EAR WIRE 


ITEMS GREATLY ENLARGED 


Start Right...in Pearl Jewelry Manufacturing 
with Ballou Quality Findings 


CLUTCHES HOLD SECURELY * SWAGED POINTS WON’T TEAR FABRIC 


Pearl jewelry manufacturers know how important 
good findings are. Ballou findings are superbly finished 
and finely constructed to the exacting standards of 
Ballou quality. It will pay you to start with Ballou 
pearl findings. 


When ordering please specify quality and size. 





FINDINGS— 


B. A. BALLOU & COMPANY, INC. The Foundation of Good Jewelry 


61 Peck Street * Providence 2, R. I. 
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PRESENTING AN EXCLUSIVE 
COLLECTION OF ENCHANTING 
DESIGNS FROM CLASSIC SUBTLE- 
NESS TO REGAL SPLENDOR AT 
WELCOME PRICES. 
Barel Bridals are more than Hand Carved 
Wedding Ring Sets. The fabulous creative talent 
designer Fred Barel enriches them with the 
dramatic touches, the exquisite detailing that 
set them apart from all others. Your customers 


| see at once that they are superior in every 
se will one them above all others. 


| genuine original Hand 
sl is our signature 63 
c of every ring. 


87 Nassau Street © New York 38 

























RAPID MACHINE-POSTING with this National ‘‘Class 42’’ speeds customer service, helps build good will. 


ite 
ines 


“Our Walional System 


saves us *2400 a 


pays for itself every 16 months!” 


**We have found our National System 
a great improvement over our former 
hand-posting method,’’ writes 
D. Schwartz, owner of Schmidt’s 
Jewelry. “Our National ‘Class 42’ 
Installment Posting Machine does 
more accurate posting in far less time 
and saves us over $200 a month in 
payroll costs! 


“Our ‘42’ records each transaction 
with mechanical accuracy, posting 
our ledger and the customer’s receipt 
book simultaneously. Our customers 
are impressed with these machine- 
printed records and are pleased by the 


PLEASANT INTERIOR Of Schmidt's Jewelry in 
Pittsburgh. 









D. SCHWARTZ, owner of this 
jewelry store. 


year... 


— Schmidt's Jewelry, Pittsburgh, Pa. 


speed andefficiency of thesystem. Since 
every transaction is recorded right on 
the spot, our bookkeeping time has 
been greatly reduced, and our em- 
ployees are freed for other duties. 
‘“‘We now have better control over 
our entire operation, too, because up- 
to-date figures are always available. 
Our National System easily saves us 
$2,400 a year—it pays for itself every 


16 months!”’ y Ahad 


Owner, Schmidt's Jewelry 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 
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A National System can cut costs and 
raise efficiency in your jewelry store, too. 
Nationals provide the control that saves 
you money and the information that will 
increase your profits. For a complete 
demonstration, call your nearby Na- 
tional representative. He’s listed in the 
yellow pages of your phone book. 
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MR. RETAILER: 


oa 
The unique beauty of \ patil 
makes each creation a 


CONVERSATION PIECE and a 
SELLING PIECE ! 


A NEW OPALITE ORIGINAL 
THE FLOATING OPAL CROSS 


cs-! Siictallare Silver 
CF -1 —Gold Filled 


U.S. Patent Des. 170,667 


BRIDESMAID’'S GIFTS 

e GRADUATION GIFTS 
BIRTHDAY GIFTS 
ANNIVERSARIES 
MAY PROCESSION GIFT 


S 3/23 eiictallale MTR act 4 
F3/23 Gold Filled 


1311 LOMBARD STREET, PHILADELPHIA 47, PA. 
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A NEW CONCEPT IN 


ii} 











FOR A NEW BREED 


Fifth in a series from Gruen. Note how these watches are so com- 
pletely unlike anything ever before represented to jeweler and public 
as “new.” How they are plainly a new kind of watch .. . conceived in 
its entirety as a unit, not as a face on a strap. How they are priced 
realistically from $71.50. Why have we made them? Because we 
believe that never before in history have so many people been so 
acutely conscious of style...and so ready to pay for it! These 





















THE JEWELERS’ CIRCULAR-KEYSTONE 






CONTINENTAL DALIA 


MONACO 


OF CUSTOMERS! 


styles are designed to make those people customers. This new 
concept can bring the watch out of the “once-in-a-lifetime gift” cate- 
gory, into its proper and profitable place as an up-to-the-minute, nec- 
essary piece of personal apparel. In a sense these new watches are 
a fulfillment of a promise we made to ourselves and to the jewelry 
world. But more importantly, they are an impressive preamble to what 
you may expect from now on from Gruen... the newest look in time. 


THE GRUEN WATCH CO., TIME HILL, CINCINNATI 6, OHIO. IN EUROPE: BIENNE, SWITZERLAND. 
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For the fourth year Gold Filled will use mass circulation 
magazines to promote Gold Filled products. 


Once more this year Gold Filled will be fashion-featured in 
newsreels — in theatres from Maine to California. 





The Gold Filled Story — a thirty-minute sound and color 
film produced by RKO — is available for showing to con- 
ventions, sales meetings or even to service clubs in retailers’ 
market area. 


ADVERTISING 


lude the tide toG 


GOLD FILLED MANUFACTURERS ASSOCIATION 
Bates Building, Attleboro, Massachusetts 


The following companies contribute to the Gold Filled 
Promotion Campaign. 
Cook, Dunbar, Smith Co. « E. N. Cook Plate Co. * General Plate Division 
— Metals and Controls * Horton Angell Co. * Improved Seamless Wire Co. 
Leach & Garner Co. * D. E. Makepeace, Division — Union Plate & Wire 
Co. * |. Stern & Co., Inc. * Standard Metals Corp. « A. T. Wall Co. « H. A. 
Wilson Co., Inc. 


FOR MAy, 1957 


CAMPAIGN 











For the fourth year Gold Filled will be seen coast to coast 
in special fashion promotions and network participations. 


“~~ r™~ ~~ . 
pat he 


Many manufacturers of Gold Filled are distributing to their 
retail outlets hand-sized plastic imbedments showing just 
what Gold Filled is. As sales aids and counter-top displays, 
they have proved most effective. 




















The Wall Street Journal and the jewelry trade press have 
noted a sharp increase in Gold Filled Sales in the last 
twelve months. This means increased dollar sales . . . in- 
creased profits. 





PROHT 





















ELECTRIFYING! 


The slimness... 


the f1U DF performance of 


TIME x<{ 


NEW |THIN| 
FLECTRIC CLOCKS & 


TIMEX brings a different, exciting, sales-stimu- 
lating dimension to alarm, occasional and wall 
clocks .. . they’re thin . . . decorative, colorful! 
They have all the elements that today’s style- 
conscious customers want. What’s more they 
operate with the quiet performance available 
only in fine electric clocks. 








TIMEX THIN electric clocks are natural sales 
leaders. They have eye appeal! They’re priced 
for volume business. And they have the name 
that all America knows and wants in time 
pieces .. . TIMEX. 





TIMEX offers these clocks in a group of very 
attractive free displays specially designed to fit 
your type of store and your type of selling oper- 
ation. Ask your TIMEX distributor for details. 


SEE “THE STEVE ALLEN SHOW" SUNDAY NIGHTS, NBC -TV NETWORK. 


TIME x. 


SOO FIFTH AVENUE, NEW YORK S36, N.Y. 1300 JANE STREET. TORONTO 9, CANADA 
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A new breathtaking series of wedding rings 





from. “4 to 1% Carat (total weight), all in the same 
family, were designed especially to help you 
step up wedding ring sales in your store. 


Unsurpassed beauty and styling combined with 


Se | this unusual step-up feature makes this the 

a 
o° important wedding ring series in your showtase 
Ld 


for 1957. Ask your wholesaier jto show you 
the Double Royal Wedding Rings series now 


} 


Goldstein-Gerson ote Pa lator 
/he Wooude of Wishlaile 130 WEST 46th STREET, NEW YORK, N.Y. 


West Coast: 448 South Hill Street, Los Angeles 13, Cal. 

















FASHION PROCLAIMS “THE SLIM LOOK” AND KREISLER 





; 
f 
: 
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(A) PYRAMID BEVEL #12480....(B) FLAT BEVEL #12492....(C) DIAMOND BEVEL #12486 .... $12.50 F. T. 1. EACH 


Available in yellow or white with Alligator or Pinseal inserts — Regular, Long or Short — Curved or Straight Ends. 
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the new high fashion look in watchbands 


— © 





















































Once again, Kreisler takes the lead in styling . . . and you 

take the lead in sales! “‘Slim Jim”—six smartly tapered leather-and- 
metal expansion designs keyed to the narrow line so successful in 
apparel today. Crafted with the same skillful workmanship that always 
puts all Kreisler Watchbands first in fashion . . . first in wrist comfort. 





Handsome “Ful-Vue” Display 

Case free with “Slim Jim” assortment “Slim Jim" spearheads a way-out-front collection of 

#62. Twin mirrors give a full spring sellers from Kreisler . . . superb expansion styles, finely- 
Gensasional view of GC watennande; detailed leather models . . . exciting new ideas for 1957 blended with 
measures 14” x 5” x 5”. . , ‘ 
the ever popular Kreisler classics. You’ll want them all now! 


You'll re-order them all later! 


kreistler 


Jacques Kreisier Manufacturing Corporation 


9015S Bergenline Avenue, North Bergen, New Jersey 


















CROTON 
NIVADA GRENCHEN 





his is the watch that 
went to the Antarctic 


to give you a powerful, authentic selling story 


This is the story of a great new watch. A watch so tough, 
it survived the worst conditions known to man. Read 
how on the opposite page. 

We're proud of this watch’s performance. Its clean 
good looks. Its rugged resistance and husky stability... 
the new compensamatic feature keeps it split-second accurate 
through the fiercest temperature shifts! 

All of which means: here’s a watch a man can swear 
by, come hail or high water. And we're telling your cus- 


tomers why, in 2 June issues of The Saturday Evening Post. 

Now is your perfect time to promote the Antarctic, too. 
Sell it to men in every line. Business men, college men, 
sportsmen. Bankers, mechanics. And sell women, too... 
they'll be in the market this month for Father’s Day and 
Graduation gifts. 

Because this new watch is so unusual, we can 
make this wonderful offer...the only offer of 
its kind ever made to the jewelry trade. 


the Antarctic by 


CROTON’ NIVADA GRENCHEN 
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This is the watch that 
went to the Antarctic 


with Admiral Byrd on Operation Deep- 
freeze. It was snowed on, rained on, 
sleeted on. It was never wound. It was 
dropped, hit and knocked against ice. It 
lived in zig-zagging temperatures—from 
100 above to 40 below. And it never lost a 
second. That’s what we mean when we 
we say this watch is waterproof,* self-wind- 
fing, shock-resistant, anti-magnetic, with 
a guaranteed unbreakable mainspring 
fand balance staff. And that’s why Croton 
Hcan guarantee it unconditionally for 
ithree years. \t looks great, too. We don't 
F know a father or a son who wouldn't 
be proud to own it. $69.50. 


The Antarctic by 


CROTON’ 
NIVADA GRENCHEN 


Croton Watch Co., Inc., 404 Fourth Avenue, New York 16, N. Y.§ 


*provided the case is unopened and the crystal is intact. 


his is the ad that’s soing into 
The Saturday Evening Post 


to tell your customers about it all through this big selling season 


THIS IS THE STARTLING OFFER 


you can make your customers: Croton 


CROTON NIVADA GRENCHEN 
404 Fourth Avenue, New York 16, N. Y. 


Please send me... Croton Antarctic Watches, unconditionally 
guaranteed for 3 years. 


= 
xs | 
I 
| 
| 
| 


will give you a 3-year unconditional 


Name 





(Please Print) 


guarantee on every Antarctic Watch! 


Store Name 








THE CROTON ANTARCTIC: 17-jewel, waterproof,* self-winding, anti-magnetic, 
shock-resistant. Guaranteed unbreakable mainspring and balance staff. 
All stainless steel with handsome alligator strap. $69.50.t 


Address 








City Zone State 7 
F 


*As long as case is unopened, crystal intact. TAll prices are retail, and include fed. tax. 








Selected and Service 





LA MODE Wa: 


now nationally 
advertised in 
LIFE and ESQUIRE fy 


oe - ‘ 2 ECR : F 4 Ma 

fo help ’ : > a ~~ Spy Write for the Cross 
increase your a a 7” ff i % 7 , select wholesaler's name 
7 y * 4 & fo A in your territory, and 
| 3 -_ < C4 y the complete story on 
Sa es. z en i ay 4 AS A the entire Cross line. 

; —_ —_ \ 5 f 4 Wf ; 12 kt. G.F. Pen or Pencil 
Bi MECHANICALLY het } I hs retatis at $6.60 ea. F.T.) 

, , , , mS - GUARANTEED | f ' Sterling Silver Pen or Pencil 
High quality Sterling Silver a : FOR LIFE bhi, retaile at $6.60 ca. F.T.I. 
with deep hand cut engrav- Cf, C, 14 kt. G.F. Pen or Pencil F.T.1 
“a . y retails at $8.75 ca. F.T.1. 

ing. Set retails for $13.50. Lustrous Chrome Pen or Pencil 
retails at $3.75 ea. No Taz 


RIPLEY & GOWEN CO., INC. hi J A.T. CROSS pany | 
a WZ Y- FIFTY TWREE WARREN STREET 

Ja provipemct 7. Rt USA 

) 
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BARROWS : 


The Mason Box Co. custom design 

department will start with your speci- 

| Se CeReC CERES |) Se eee |) coon \ ee fications to give your company a dis- 

| ES Becca | i; Sen ee eed | A ; \ \ = ge linctive looking jewelry box. Mason’s 

<a : : designers are well experienced in 

creating sales producing packages and 

will gladly work up sketches for your 

approval. There is no obligation for 
this Mason custom service. 





IN MANY SIZES AND STYLES. 10K GOLD 
AND STERLING SILVER. __, Write for more TH Of, Box CO. 


information on Mason 


H. F. BARROWS CO. e “icici: | cision Deemed SOS. “ATTLEBORO FALLS, MASSACHUSETTS 








MAY 
BAND OF 
THE MONTH 


Remembrance 
Bracelets 


in a wide variety 
of chain designs 


——————————— 
ok ee Does: ‘a = 

















~~, Available in 
~ Sterling Silver * 1/20-12 K.G.F. 
, , >, 10K and 14K 
NEW!! An extra slim ladies band fea- | i nen 45 
turing genuine lizard skin inserts. Avail- ore Wie? AZZ 2 LES 
able in |/20 |OK Gold Filled or Stain- : 
less Steel. 
Ask your wholesaler to show you our complete line of men's, Jiiife 
ladies’ and children's watchbands and expansion idents. SRY SOLD THRU LEADING WHOLESALERS 


WATCHBANDS INC. | AUTOMATIC CHAIN CO. * Providence, R. | 


NEW YORK + CHICAGO 
NORTH ATTLEBORO, MASSACHUSETTS 
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It’s 
time 


to 
SELL. . « « excisive stvies 


e BETTER QUALITY 
® SMARTER PACKAGING 
e HIGHER MARK-UP 



























Dow LET look-alike watches rob you of those ex- 
tra sales and profits! 

Zodiac offers you (and your customers) unusually 
styled watches — handsome, sleek self-winders, auto- 
matic calendars, ‘“‘hack’’ watches, chronographs, 
chronometres...over 200 fabulous, best-selling styles 
for men and women from $49.50 retail. 


Write for the big 1957 Zodiac 75th Anniversary catalog. 
See for yourself what Zodiac can do saleswise for you! 





r 


hy r~ ¢ Please send your big 75th Anniversary catalog, whole- 
' .¥ p a sale price list and full sales information. 3 
‘i & ZODIAC WATCH AGENCY * 15 WEST 44th STREET » NEW YORK 36, N.Y. JB 
, a gy FIRM NAME 

 - : 

3 “s | BB Avpress 
Wold UNLAL 
IU B civ STATE 

Sf Winding Wros OB arremon 


Lame ee eee eee eee 
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Planning a STORE-WIDE SALE? 
A Complete oo Package $ 5 () FOR EVERYTHING 
... 50 you can "DO IT YOURSELF!” YOU NEED TO RUN 


ANY KIND of SALE! 
YES! RUN YOUR OWN SALE! rs 
Sample Full-Page Adv (Reduced) 


More than 5,000 Sales-Aids and Timely Ideas ~ Store Name STOCK LIQUIDATION SALE 


sure to draw Crowds wo DUBLIC NOTICE! <50¢C ON THE PREMISES! EVERYTHING AaG0) 
We can serve you with several hundred of the hottest ITS THE WILDEST PRICE PANIC @@CITYS EVER SEEN! 4 


traffic items, including advertising “copy,” that will help & "toe DIAMONDS! WATCHES! JEWELRY: gu 





make your sale a huge success! 


= tf : “ACRIFICED? me 


[TEN SAVING RL Bt LM td this Bh 


: : SPECIA 
Consult us in confidence. We can refer you to a number F ~ “WE WERE WRONG WE ARE SORRY 
of Jewelers who have run Successful and Profitable Sales Bat ose Sse Ue Vere Cate ie coea Os canssteed toed: At 


with our service. Write, wire or ’phone for details! SCOUNTS hata TO 75% 
No town too small for a SUCCESSFUL SALE! FR Greet Stnck Liquidation Bor? 


We can recommend Experienced Sales Supervisors at 4 10 A.M. ° ae - THURSDAY 
Av AOR VOURSELS FOR (VESTMENT! Bar V4 1 ¥ FAMOUS MAAES (NOL 


Aa ' 
nominal fee — upon request! DIAMONDS PEOPLE AT OUR DOORS | 


1-Day, 3-Day, or 30-Day Sale £.,. ‘mmm ‘wssssseenenes | 
We Can Be of Help! 


ALL THIS AND MORE! [iy Stl Seemeeme = 27005 


A COMPLETE SALES PROMOTION ADVERTISING 

MAT SERVICE, FLEXIBLE FOR ANY KIND OF RBs" 
SALE! HUNDREDS OF SIGNS, PENNANTS, BAN- | SAVE UP TO 75° ax 4 DOLLAR 
NERS AND SHOW CARDS TO DRAMATIZE YOUR SPECIAL! 

EVENT! DIE CUT DIAMOND RING AND STONE 

RING SPECIAL SALE CARDS 200 INCLUDED! 

SPECIAL RADIO CONTINUITY 25-50-76-100 


&A _— ee EE _ 
WORD DYNAMIC SALE ANNOUNCEMENTS! 8 eveRy ARTIC daeseaite’ 8 NOT GOING’? BUSINESS : 
DIAMOND MERCHANDISE CONTEST, DOOR - LEATURE 
OPENER GIMMICK, TRAFFIC STUNTS, CROWD pay 2646 20K SS . = ae 
we 
Sore Ne BARGAIN 

















GETTING IDEAS! COMPLETE SURPRISE PACK. == 
AGE MYSTERY BOX PLAN WITH MATS AND 
HOW TO SELL ‘EM BY THE THOUSANDS! A Sa 
DIRECT MAIL LETTER WITH COPY AND MAT: ee, g ACT sap 
FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS W7z3 eT SAE | OPEN MONDAY AND THURSDAY NITES 

OF IDEAS! PIO a WATEM GE NEN) ES i 


Tom too, can yn your store acsee customers. — came! They saw! boc bought! 


Pi C/A, 
fe > 








J. B E LE R D RO M OT ION S Wholesale Distributors 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndolph 6-9550 
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see it NOW 


New... improved... slender "Making Time" for more 
Phinney Walker travel alarm clock than 4o years 






Largest selling folding traveling clock in America..... perfect for gifts 














a 


Nationally famous e mechanically perfect - fully guaranteed 





a se 
Pere. Sr 





MODEL PW 27 For traveling ...in the best circles. . always. Setting a 
new standard in clockmaking skill. Improved accuracy, better performance, 


sleek styling, newly designed. Sturdy Texol finish case with distinctive gilt 
trim. Gleaming polished bell. Full luminous figures and hands. Colors: Tan, $ f 95 


maroon, blue, green, or brown alligator. 


Size: 3-1/8'’ x 3-1/8" x 1-1/4"’ 
plus tax 
(slightly higher on West Coast) 


Division of Semca Clock Co. Inc 
30 Irving Place — New York 3, N. Y. Catalog on request Consult your wholesaler Copyright 1957 PRINTED IN SWITZERLANO 








Too beautiful... 
...fOr words "Making Time" for more 


8 day wall clock in a gala than 40 years 
array of 7 glamorous colors 
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wind once weekly - outstanding quality - performance + styling + reliability 


Peaks 
erty 





MODEL PW 54 A remarkable value... in the ‘‘most wanted"’ colors 
ever presented. Here's a decorator’'s dream come true. A fascinating 


harmony of gilt trim, raised gilt figures, on a background choice of seven +] 3 95 
alluring colors . . . certain to add cheer to any home or office. 
Size: 10°’ x 2”’ 

plus tax 

(slightly higher on West Coast) 


Division of Semca Clock Co. Inc. 
30 Irving Place — New York 3, N. Y. Catalog on request Consult your wholesaler Copyright 1957 PRINTED IN SWITZERLAND 





wares? toe BAATSCY 


WHEN GORDON BROTHERS RUNS A LIQUIDATION SALE! 


What good is a rosy promise if you can’t bank on it or put it in the bank? A Gordon 
Brothers estimate of what can be realized in a liquidation sale is apt to be reasonably correct 
with 54 years of experience behind it. But there can be unforeseen conditions, variable 
factors, and we do not claim to be infallible. (Who is?) A reliable Gordon estimate 
with our minimum cash guarantee gives you a secure starting point in running a liquidation 
sale. The Gordon experience, competence, reputation, see it through to the 


maximum-possible net result. 


stocks 


s of retail SUT plus 


cash buyer 





cash buyers of manufacturer's 
and jobber’s stocks 








ELD STR E ET is 
;ASSACHL SETIS 
{Ancock 6-3233 


38 BROMF! 
BOSTON, 4 
Telephone I 


America’s most complete service in cash buying or liquidating jewelry stores and stocks 
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SIGNED 


STORE NAME 


CITY. STATE 
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For months my profit picture dwindled, with 
watch sales at a stand-still. Old customers were 
shopping me, but buying from a discount house up 
the street. After 30 years in business, just like 
Casey, I had indeed struck out. 

Finally, my doctor shipped me off to Chicago for 
a week-end to forget it all. I dropped in on an old 
jeweler-friend, expecting a sympathetic shoulder 
to cry on, because Chicago has about the biggest 
discount operation going. 

But I was surprised! He was not only busy, but 
looked disgustingly happy. “What’s your secret 
weapon?” I asked. 

“I have two,” he answered. “The first is my 
stock of Ernest Borel watches. They can’t be bought 
in discount houses, and they have a number of 
exclusive features that are ‘sales-clinchers’. My 
second secret weapon is me. I always show my cus- 
tomer the brand he’s ‘pricing’, but then I tell him 
about INCASTAR, Ernest Borel’s revolutionary 


TTT TT 


siee ee t 
TTT TTT ; PAS : 
















THE MAN WHO RNEW HOW CASEY FELT! 


Regulator... . how it eliminates ‘hairspring wiggle’ 
and makes Ernest Borel watches super-accurate. 
Then I show him other Ernest Borel sales-clinchers, 
like DATOPTIC, the self-winder with a magnified 
‘date-in-a-monocle’. Or COCKTAIL, with the 
kaleidoscopic dial that changes designs with every 
tick. If he’s looking for the finest, I show him my 
Ernest Borel ‘Officially Certified CHRONO- 
METERS’, adjusted to five positions, plus tem- 
peratures. 

“All together, there are over a hundred Ernest 
Borel models to choose from, so I can always find 
the right watch for each customer. And once I 
prove Ernest Borel’s extra value he’s sold. It’s full 
profit to keep, too, because Ernest Borel watches 
never come back.” 

Well right then and there, I cut my Chicago visit 
short and headed for home. I’ve been on the Ernest 
Borel band wagon ever since, and have re-discov- 
ered the fun of good, sound, profitable selling. 


P.S. If you need Tranquilizer pills, Vve got a bushelful no longer needed... . but 


eees4aceaeoaeaeaeeeoeose see e eee ee eseeeoeeeeeeees @ 


Ernest Borel Watches 
1008 Walnut, Kansas City, Mo. 


This makes sense to me! Send me Ernest Borel’s 
special “Portfolio” giving full particulars. 


honestly, Ernest Borel will do the job a lot better.” 








ADDRESS. 
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ERNEST BOREL 
WATCHES 
NEUCHATEL, SWITZERLAND 
U.S. Offices/ 1008 Walnut, Kansas City, Mo. 
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OPERATION 248: YOUR BEST DIAMOND BUY 


NO LONGER do shipments of Diamonds i 
Fine Diamonds F 


Direct from Antwerp 
to your store 












valued at less than $250 have to be cleared at 
port of entry. As a result of a U. S. Customs 
ruling, such shipments now may be sent air 
parcel post directly to your store, the 10% 
duty being collected by the postman. The 


savings in time and money are important. 





To enable U. S. jewelers to take maximum 


advantage of the new Customs ruling, I de- JOACHIM GOLDENSTEIN 


vised “Operation 248” which consists of 8 DIAMOND CLUB — ANTWERP — BELGIUM 
standard parcels of Diamonds in 4 different 15 CENTS POSTAGE FOR AIRMAIL 

. ee eer ee eee eee eee eee ee eee eae seen aans 
grades, each priced at $248. : Joachim Goldenstein, Diamond Club, Antwerp |, Belgium ; 
! Please airmail a FREE copy of your 3-color folder ; 
Send for a copy of my 3-color folder which describing "Operation 248" 
describes “Operation 248” in detail and in- : 
cludes New Wholesale Price List + 30 ! SE ND 5-0 cieaaac 4 ic wad Wde ona Saeed sl aiden kaa de : 
, 
(prices per carat in U. S. Dollars). Also {adden .........ccccssssvssesssusssseseseesssssssesvesseee : 
order forms. Fill out coupon at right and mail 
- DS, ddaksu nies tokh pabeaeaeiees i Res ere ' 


today. 
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As appearing in full color in LIFE, May 6th 
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{A} SOUTH SEAS Necklace 5.00, Bracelet 5.00, Earrings 3.00 


(8) ALLURE Necklace 10.00, Bracelet 10.00, Farrings 7.5 

{(C} SANTA ANITA Necklace 6.00, Bracelet 5.00. Earr ngs 3 

EBBTIDE Pin 5.00, Earrings 4.00, 

{E} SYNCOPATION Necklace 6.00, Bracelet 5.00, Earrings 4.00. 
(F} SPRING FROST Pin 7.50, Earrings 7.50. 

{(G) GARDEN PARTY Large Earrings 6.00. 

(H) WHITE GARLAND Earrings 4.00 
(J) GARDEN PARTY Necklace 7 .5( 
Bracelet 7.50, Earrings 4.00. 

(K} DOUBLOON Earrings 3.00. 


Prices plus tax. 





Not authentic unless starmped TRIFAR 


Jewelry designs copyrighted. 


MARI 


© 1957 TRIFARI 
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Mr. Meyers shows a Stainless Steel service for eight. Part of Wilkens’ regular display of Stainless Steel flatware is visible behind him. 
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“Stainless Steel represents 80% 
of our flatware sales,’’ 


SAYS M. C. MEYERS, MERCHANDISING MANAGER, WILKENS JEWELRY COMPANY, PITTSBURGH, PA. 


Wilkens sells several thousand com- 
plete sets of Stainless Steel flatware 
a year. Average price is between $20 
and $30—but they stock a complete 
range from $9.95 to $69.95, for a 
service of eight. 

According to Mr. Meyers, “Stain- 
less Steel is rapidiy taking over as 
the ‘standard’ table utensil in the 
home. Very frequently, our custom- 
ers will compare other flatware and 
Stainless Steel side by side, then se- 
lect Stainless on the basis of price, 
durability and looks.” 

Wilkens has found Stainless Steel 
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flatware to be a bona fide and profit- 
able jewelry store item, since the 
many beautiful patterns and obvious 
quality often influence customers to 
buy a set priced at $29.95 or higher 
when they originally planned to pur- 
chase a less expensive set. 

Wilkens is the largest jewelry ad- 
vertiser in the Pittsburgh area. In 
December 1956 alone, they used 
75,000 lines of newspaper space—6 
live television shows weekly, includ- 
ing their widely viewed hour-long 
weekly television show and 5-a- 
week, 15 minute television shows. 


“Sa ee 


Stainless Steel flatware is frequently 
advertised in Wilkens’ regular ad- 
vertising schedule, and they enlarge 
their in-store displays at the time. 
A typical store will have an average 
of 12 sets on display at all times. 

Stainless Steel flatware can be an 
excellent traffic builder for your 
store, too. Just give it good display, 
carry a wide range of styles and 
prices, and give it a fair share of your 
promotion activities. 
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Mr. Jeweler 


®Give YOURSELF 
®Your EMPLOYEES 
®Your JEWELER FRIENDS 


A COPY OF [> 





































Here is a GIFT any RECIPIENT will 


Appreciate, Use and Treasure for Years to Come 






THE JEWELERS’ 


It contains an invaluable wealth of information essential to DICTIONARY 
Jewelers, Watchmakers, Gemologists, and all others seeking 
information pertinent to the Jewelry and allied industries. 
265 pages jammed with authoritative, factual information. 





More than 4500 word-and-term definitions, many of them 

clearly illustrated. Complete comparative table of Interna- ty 50 
tional ring sizes. Eight full-page plates psn edie A 125 Post Paid 
varieties of stone cuts. Facts on Sterling and Plat ilver- 

ware. A efit listing American Watch sizes and enlarged Hard Cover Bound in Rich 
views of Watch parts PLUS a trilingual vocabulary of horo- Blue Cloth with Gold 
logical terms. An explanation of Gemstone charatceristics, Stamping 





tables of weights and measures, Wedding Anniversaries and 


ee "ORDER TODAY | 


cae AUTHORS 
Dr. Frederick H. Pough 


Former Curator of Gems and Minerals of 
the American Museum of Natural History 


John J. Bowman 


Director of 
Bowman Technical School 


C. M. Hoke 


Consulting Chemist 
Jewelers’ Technical Advice Co. 


Joseph D. Little 


Authority on antique silver, both sterling and 
Sheffield as well as modern plate and sterling. 


A Limited Quantity 
Available 


Check or money order must accompany all orders. 


DO NOT SEND CASH 
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THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts. 
Philadelphia 39, Pa. 
Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.50 


Eee eigheanar ee ous e is enclosed 


Money order ........... is enclosed 
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enchanting jewelry for Spring! 
“FROSTED FLOWERS” 


The newest fashion-rage in Jewelry! Paris inspired Givrée... frosted pseudo gem-stones in delicate pastel tones and iri- 
descent colours that sing of Spring! See this bewitching collection at all leading stores or write Coro Inc., New York 1. 
FLORETTE NECKLACE $5. EARRINGS $3. BRACELET $4. MIGNONETTE NECKLACE §3, EARRINGS $2, BRACELET $3 
AMERICA’S BEST DRESS ESO WOMEN We AR CORO sEwe LR Y 


! 


Prices slightly higher in Canada. “ , prices plus tex esig? s Copyrighted 


"FLEUR GIVREE™ by Coro ... AS SEEN IN MADEMOISELLE MAGAZINE 


One of a series of advertisements that is telling and selling millions of your customers in full-page 
color ads in the country's leading fashion magazines. 


It will pay you to stock CORO, THE BESTKNOWN NAME IN FASHION JEWELRY. 
For further information write CORO INC., 47 West 34th Street, New York 1, Dept. HB 












SALES OFFICES: 


For production of high quality findings 






B. A. BALLOU & CO. specifies 
General Plate Gold Filled Stock 


For four generations B. A. Ballou & Co. of Providence, 
R. I. has consistently produced jewelry findings of out- 
standing quality. 

Here’s what Mr. Frederick A. Ballou, Jr., President, 
has to say about their operation: “We carefully guard 
our reputation for producing quality findings. We 
believe that good manufacturing techniques, proper 
inspection and use of the best possible material are 


Look for the Mark 
GOLD FILLED 


This government prescribed mark 
may read 10, 12, or 14 Karat Gold Filled. 


ATTLEBORO, 


NEW YORK, CHICAGO, 


absolutely essential at all times. General Plate helps us 
maintain our reputation for fine merchandise by supply- 
ing top quality gold filled material.” 

General Plate Gold Filled Stock is easier to work. 
Its uniform temper and accurate dimensions give cleaner 
blanks with less scrap. Tools stand up longer. Free from 
flaws, General Plate Stock will save you time and money. 
Because of its fine finish, less polishing is necessary, 
more gold is left on the article, giving your product 
greater, longer-lasting sales appeal. 

Contact the General Plate representative nearest you 
for additional information, or phone us collect. 


METALS & CONTROLS |\¥| CORPORATION 


, ATTLEBORO 


General Plate Division MASSACHUSETTS 
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LOS ANGELES 





“Synonymous 
with 
fine quality”... 






says James M. Rudder, vice president 






Claude S$. Bennett, Incorporated, 






Atlanta, Georgia 







kine jewels and fine workmanship go together 






. and Orange Blossom has both. 






{ man would not think of putting on his work 






clothes to call on the queen. Neither should a store 






think of fine diamonds in ordinary mountings. 






The name Orange Blossom is synonymous with fine 






quality and as such has earned the respect of both 






dealer and consumer alike. Through the years 
ORANGE BLOSSOM has played a prominent 


role in the successful operation of our 








Diamond Department. 






good 
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Orange Blossom has consistently offered us 




















merchandise, good service, and good 


merchandising ideas. 


Your Foundation for Growth 











\merica’s finest jewelers 
agree... for plump 
quality, for business 
building through customer 
satisfaction, for prestige 
and profit ... demand the 
finest—Orange Blossom. 
Can you afford to accept 


less? 








q) ange Blossom 


TRAUB MANUFACTURING COMPANY 
1940 McGRAW AVE. ° DETROIT 8, MICHIGAN 
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THE WORLDS Ch? & 
TEN WoRLD’s FAIR GRAND PRIZES * 28 GOLD MEDAL AWARDS 


HIGHEST HONORS FOR ACCURACY FROM GOVERNMENT OBSERVATORIES 


- OFFICIAL WATCH FOR TIMING CHAMPIONSHIP SPORTS THE WORLD OVER 


THE First WATCH OF AVIATION, EXPLORATION AND SCIENCE 


make a sale. Whatever the need of your customer, 
whatever his taste, for whatever the special purpose, 
there’s a Longines-Wittnauer watch “made-to-order” 

to fill the requirement. This is one of the Longines-” 
Wittnauer fundamentals; service and quality to a dis- 
criminating public through authorized retail jewelers. 


Com Manip 


R OF WATCHES OF THE HIGHEST CHARACTER 


quality line iS SO heavily 


advertised. You need never mis$ the © 
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ge renene of an all-time diamond 
Great: Along with Rhodes, De- 
Beers and Ernest Oppenheimer, is the 
name of Harry Abrahams, a modern 
Prometheus who scattered fire among 
mankind—the fire of diamonds. 

For his are the hands that for these 
many years have heaved hundreds of 
millions of dollars’ worth of rough to 
the various cutting centers of the 
world. 

As a youth he lived and worked in 
Kimberley. Then he returned to En- 
gland to go into business with his 
father and his uncle, Louis Abrahams. 
They were of the firm of L. & A. 
Abrahams, who were partners with 
Barnato Brothers, members of the 
original Diamond Syndicate. 

When the firm retired, Mr. Abra- 
hams continued in the diamond busi- 
ness for himself. In 1930 he became 
Managing Director and some time later 
Chairman of the Board of the Diamond 
Trading Company of London. 

His office was on Holborn Viaduct, 
and thousands of Londoners each day 
walked by its modest front, undream- 
ing of the wealth that lay behind. 

Now at the age of 73 he has retired, 
to be succeeded by Phillip Oppen- 


heimer, who has long been associated 
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with the Diamond Trading Company. 

Mr. Abrahams will live quietly on 
his farm near Sevenoaks. But he'll 
always have a warm place in his heart 
for the stones he has handled for so 
many years in such prodigious volume. 
And he can do what few men in this 
world can ever do—look back on him- 
self as a part of history, a living legend 
to be conjured with wherever Earth’s 
most precious gems are bought or sold 
or loved. 

“How,” he asks smiling, “can I 
thank all the friends who have made 
my working life so very enjoyable?” 





FTER ALL, it’s the spirit that counts: 
A young man entered Ross Jew- 
elers in San Diego and asked to see 
compacts. He was very shy but trying 
hard to appear the man about town. 
The salesgirl showed him a few in- 
expensive compacts and asked if he 
would like to choose one. 





SPEAKING OF THE JEWELRY TRADE 


After thinking a minute, he replied, 
“I’m not sure. I want to get her either 
a compact or a mink coat and I can’t 
decide which. . . . Well, I think she 
would like this compact. I'll take it!” 


Prone is a table is a table: A din- 
ing-room serving table decorated 
with silver borders or ornamentations 
is not considered to be an article orna- 
mented with precious metals under the 
excise tax laws, and is not subject to the 
tax, the Internal Revenue Service has 
ruled. 

The ruling, without further explana- 
tion, simply states that a serving table 
with a silver border on the top and a 
one-inch silver ornament on each leg, 
is not taxable. The ruling is number 
97-43. 


e ow “CIRCULAR part of JC-K: A 
few days ago Alan Simms, promo- 
tion manager for JC-K, received an 
inquiry from a gentleman of Amster- 
dam, Holland. 

The gentleman wanted the 1956 fig- 
ures on the world production of dia- 
monds in carat weight. Simms checked 
the JC-K files and couldn’t find any- 
thing more recent than the figures. for 
1955. 
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50/2498-S (500) $5.95 
HAM OR RHOD W/BLK STONE 





35/2450-S (350) $2.95 
HAM — RED OR BLK STONES 
RHOD —— BLUE OR BLACK 











5$0/2469-S (500) $5.95 
HAM — RED STONES 
RHOD —— BLUE STONES 















65/2487-S (650) $6.95 
HAM OR RHOD WITH CRYSTALS 













5$0/2442-S (500) $5.95 
HAM OR RHOD —— HAND ENGRAVED 
















+1455 YP 54407 — $5.95 
SS 53007 — $4.95 





The key to bigger men's jewelry and watchband 













sales this year is the neat, natural, true-to-life look. 
Foster sets the style pace in men's jewelry and 
watchbands — faultlessly crafted and subtly 
treated to bring out the male (and the sale). 
If you haven't yet—but you'd like to see, the men's 
jewelry and watchband line that's a step ahead of 


=i900 Y 53807 $4.95 


them all, contact your nearest Foster wholesaler. 


Available Through America’s Leading Jewelry Wholesalers 


FOSTER METAL PRODUCTS, INC. 


Manufacturers of Men’s Jewelry and Watchbands @®© 37 Union Street, Attleboro, Mass. 
ov ££. Resesteaae Bt, LO eomes , $313 SR OST SB teeten 73 ts | Se: Preasnaetee 6 Fett: 
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He called the Mercantile Library. 
The library reported that it had only 
1954 figures and referred him to the 
main branch of the Free Library at 
Logan Square. 

Simms called that library 
started a diligent search by the folks 
in command. The next day he received 
a call from a researcher: “Sorry, but 
the most recent figures we have are for 
1955. Even government and UN re- 
ports lag by about two years.” 

“What’s the source of your 1955 
figures?” Simms asked. 

“Let me see,” the researcher said. 
“Oh, yes. Those figures are from 
JEWELERS’ CiRCULAR-KEyYsTONE. It’s 
the trade magazine for the jewelry in- 
dustry.” 


and 


2 gen WANTED: Miss Hannah 
Green of 11 Murray St., Rochester, 
N. Y., found a wrist watch early this 
year. She has spent more time, 
trouble and money trying to locate the 
owner than most of us would spend to 
recover our own lost property. 

She answered local lost-and-found 
ads and even inserted an advertise- 
ment of her own in that column. Then 
she visited a number of jewelers. One 
of them discovered a code number on 
the watch—-+ 106V—and referred her 
to JC-K. 


She wrote te us asking how much 





we would charge to print the code 
number for her! 

Naturally we are not equipped to 
check jewelers’ marks, but we feel that 
Miss Green’s unremitting efforts on 
behalf of someone completely unknown 
to her deserve any help we can give. 

Perhaps one of you can identify the 
watch from the number given, and 
even name the owner. If you can, and 
will convey the information to Miss 
Green or to us, you will have the satis- 
faction of crowning with success a re- 
markably unselfish quest. 


Wwe THE WELL-HEELED lady will 
wear: 

The jeweler has become accustomed 
to the competition of the department 
store, the drug store, the super market. 
et al. Now comes another competitor 
rearing its lovely head—the specialty 
shop. 

On sale at the Blum store in Phila- 
delphia are shoes with platinum heels 
paved with 96 diamonds and 14 rubies. 
Price $7000. The pumps of Italian 
velvet are advertised as “the most cost- 
ly shoes in the world” and we don’t 
question the statement. 

If the good provider wishes to be 
more conservative, he can get a pair 
with solid-gold heels and a one-carat 
diamond for a mere $5000. Or—to 
come down to knickknacks—a pair 


with carved silver heels for $500. 


ell 


ee 





3TW3 | 
‘OD YASJawalL 


a. 


we 





i 











OS sug 


"Five dollars to clean my watch! Why, the Gimcrack jewelry store charged 
me only two ninety-eight right up to the time they went bankrupt!" 
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dai PRICE SUCCESS: Back in the 
1850’s Joseph Kress, clockmaker 
of Wiechs, Bavaria, was so dedicated 
to his job of building a clock that he 
locked himself into his room for six 
years. Tools, materials and even food 
were passed to him through a slit in 
the door. 

Of course, it was some clock. It 
weighed a ton. It gave the time in 
14 cities. It presented the stations of 
the cross. It showed the 12 apostles 
appearing, one each hour, before the 
figure of Christ. It also showed the 
four seasons, seven pagan gods, the 
sun, the moon, the stars. It even 
played tunes on wooden pipes. One 
thing it would not do. A cock was 
supposed to crow whenever the apostle 
Peter came in sight, and the cock re- 
fused to crow. 

Kress, the perfectionist, was in 
despair. All that he had accomplished 
went for nothing. His artist’s soul was 
crushed by the one failure. He was on 
the point of smashing the whole works 
when suddenly—the cock crowed. 

Kress exploded out of the house into 
the street, screaming and laughing, 
tears running down his cheeks. He 
was stark mad. 


00 MANY CUCKsS spoil the bird? 

We hear of a tender-hearted lady 
in the Middle West who stops her 
cuckoo clock from cuckooing every 
night—because she doesn’t want the 
cuckoo to get tired out. 


call the color of the new “Lady 
Elgin” rose, developed by the Conard- 
Pyle Co. of West Grove, Pa. 

No doubt the designation honors the 
jewelry industry, and no doubt the 
flower is orange-yellow. But what, oh 
what, is “jeweler’s gold” ? 

The use of the word “gold” without 
further identification has always raised 
more than eyebrows in the industry. 
And now that the FTC has again and 
more specifically than ever defined the 
terms that should and should not be 
used, what chance does this poor rose 
have? 

They should have grown a new 
carrot. 


66 + arene GOLD”: That’s what they 


45 





This is you: 


This is the second in a series of articles describing 
the retail jewelry industry. The series is based upon 
the latest Census of Business (1954) and upon replies 
from 2200 retail jewelers to a recent JC-K question- 
naire.—Editor 


® THE RETAIL JEWELRY BUSINESS is an impressive 
part of America . . . not only in its vital function of 
keeping the nation on time and satisfying the need 
of the human heart for things of beauty to give and 
use... but also in its sheer size. 

To visualize the proportions of the industry, sup- 
pose that all the jewelry stores of the nation and all 
the homes and families of the people who work in 
those stores were brought together into a single city: 
Jewel City, U. S. A. Figuring 3.3 members per fam- 
ily, there would be 300,000 citizens in that community, 
more people than live in Jersey City and almost as 
many as inhabit Toledo, St. Paul or Birmingham. 

Fortunately for America, these jewelry stores are 
scattered far and wide, serving Fifth Avenue and 
Michigan Boulevard and the smallest of Main Streets. 
It is essential for the jewelry industry to keep pace 
with the nation’s growth and, in a free economy like 
ours, this depends upon the initiative, imagination 
and energy of the owners and managers of individual 
stores ... stores like yours. 

Here are five yardsticks to help you size up your 
store in relation to the rest of the industry and in 
relation to recent changes that have affected it: 


1—Size of Your Business. The chart on the oppo- 
site page separates 23,548 jewelry stores into eight 
groups according to annual sales volume, ranging 
from “under $20,000” to “over $1,000,000.” If your 
sales last year were $26,000, your store would be in 
Group 2, and you’d have 3588 other stores for com- 
pany. This group contains 15.2 per cent of all the 
retail jewelry stores in the country. 

Looking at the fourth column, “estimated sales in 
1956,”" you’d see that all stores in your group had 
$95 million worth of business last year. And in the 
next column you’d find that stores the size of yours 
do 6.2 per cent of the nation’s total retail jewelry 
sales. 

Finally, the last column gives $26,489 as a reason- 
able measure of sales during 1956 for a store in your 
group. This figure was computed by adding 11 per 
cent to the average annual volume for stores of your 
size in 1954, as shown by the Business Census for 
that year. 

Notice that the number of stores in most of the 
groups diminishes as the sales volume increases but 
that the 57 giants in the “over $1,000,000” group 
accomplish mere business than the 9321 stores in the 
“under $20,000” category do altogether. 





2—Your Payroll. Another way to find out where 
you stand in the jewelry business is to compare the 


46 




















































number of your employees and your payroll costs with 
those of other stores. 

The chart below, based on the Business Census of 
1954, shows payroll data for jewelry stores of a dozen 
sizes, ranging from one-man shops with no paid help 
to princely establishments with a retinue of 100 or 
more. (Salaried officers are considered employees and 
the payroll figures include commissions; though draw- 
ings by proprietors of unincorporated businesses are 
not included. ) 

If your sales are about $26,000 you are a “median” 
jeweler (half of the industry selling more than you do 
and half of it selling less), and you probably have one 
employee. Whatever the size of your business, check 
your figures against these to see whether your pay- 
roll costs are in line with those of other stores the 
Same size as yours: 

Number of full-time Average weekly 


Percent of payroll Average yearly 


paid employees pay of full-time to sales sales per store 
per store employees 

0 bay nk $15,098 
| $52.40 9.0 28,171 
2 56.54 12.6 39,706 
3 59.87 14.7 54,318 
4.5 62.76 16.5 17,524 
6-] 66.79 18.0 113,955 
8.9 67.11 18.0 151,878 
10-14 68.16 17.7 219,717 
15-19 10.69 18.5 328,351 
20-49 68.96 20.1 528,030 
50-99 66.81 22.2 955,960 
100 or more 68.35 22.8 2,437,090 


3—Your Monthly Percentages. In answering our 
recent questionnaire, 2200 jewelers showed that sales 
are distributed throughout the year just about as they 
were in 1948. Here are figures for 1948 and 1956: 


Monthly 

Month percentage of business 

1948 1956 
re re ee eg 6 6 
I er ee 6 5 
REG ea a OA ce 6 6 
Mee eR a Peie. segs chu Co Selim. 6 6 
OOO a ae ee ape ee ge ] 8 
reg a ee 8 9 
i i a te aed 6 6 
es Sng ae oui xs wae wontons ] ] 
PE oS iy ick akc acne ia rand 8 7 
RGR atti ot Meade ae He eS aS ant 8 8 
IN ra 5 Seid Si CASS ee aie 9 9 
i 23 23 


Figured in dollars for the industry as a whole, this 
means that jewelry store sales range from $78 mil- 
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lion to $141 million a month, every month, from Jan- 
uary through November. In December, the volume 
more than doubles, but the pattern is nevertheless 
surprisingly constant throughout the year. 

If there are deeper valleys in your monthly figures, 
maybe you should try to level them out by more 
aggressive year-round selling. Are you going after 
vour share of birthday gifts, including birthstone 
rings? (Remember, there are 170 million birthdays 
in the USA every year, and every day is half a million 
people’s birthday!) About a million and a half mar- 
riages occur throughout the year, as do more than 37 
million wedding anniversaries. All these events, plus 
opportunities at St. Valentine’s, Easter, Mother’s Day, 
Father’s Day, graduation time and other gift-giving 
occasions, keep energetic jewelers busy all year. 


4—Your Terms of Sale. One of the questions our 
survey asked was: “How is your annual sales volume 
divided between cash and credit sales?” Replies to 
this question from nearly 1800 retail jewelers aver- 
aged 63 per cent cash—much higher than the 41.3 
“cash” figure which the American National Retail 
Jewelers Association had reported for 1955, after a 
survey of several hundred of its members. 

Obviously, there has been no radical shift towards 
cash within the last year or so. Our survey shows 
larger cash sales simply because jewelers of all sizes 
participated; while the ANRJA study was limited 
mostly to bigger stores, with sales of $50,000 a year 
or more. 

When JC-K asked jewelers to rate four types of 
credit plans, they said they use installment plans more 
than any other (73 per cent have some installment 
plan sales). Second most popular is the 30-day charge 
account (used by 65 per cent of the stores); third, 
the layaway plan with periodic prepayments (used 


JEWELRY STORE SALES IN 1956—BY SIZE GROUPS © 


Percent of 
group fo all 
jewelry stores by groupin 1956 to total sales 


Number of 


Annual sales stores 





Group | Less than $20,000 
Group MN $20,000-$29,000 


Group i $30,000-$49,000 
Group WV $50,000-599,000 
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3589 
4001 
mo 
400 
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¥ — $100,000-5299,000 
Group VI | $300,000-5499,000 


Group Vil $500,000-5999,000 233 


Group Vill Over $1,000.00 =57 
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re 1.6 


Group V 299, 


























TOTALS 


100.0 


23,548" 
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by 63 per cent of the stores) ; and, fourth, the 90-day 
budget plan (used by 32 per cent of the stores). Most 
jewelers use two or three of these plans. 


5—Your Sales by Merchandise Lines. Are you 
selling as much diamond merchandise as other jewel- 
ers of your size? Watches? Sterling silver? You'll 
get a good idea when you study the following pages, 
two of which show percentages and dollar volumes 
for a dozen lines of merchandise in stores like yours. 

This information will be unusually helpful because 
it comes from jewelers who share your problems and 
opportunities. There are two pages especially for 
jewelers with an annual volume of under $20,000; 
two for those in the $20,000 to $29,000 bracket, and 
so on through those in the “over $1,000,000” group. 
If you read all 16 pages you’ll find out how all the 
other fellows are doing, big or little. 

The figures which follow are averages. So don’t 
be smug if your store is ahead in some line; many 
stores in your group may not carry that kind of mer- 
chandise at all, thus reducing the average. Sterling 
silver is a good example. Probably no more than 5000 
jewelers carry sterling silver stocks worthy of men- 
tion and about 18,000 other jewelers have virtually 
no sterling. It’s the zeroes from the 18,000 that re- 
duce sterling to 6.1 per cent of sales for the average 
store. Any store with a sterling department should 
use a figure closer to 20 per cent as its yardstick for 
sterling sales. 


Now—Turn to the two pages which por- 
tray your section of the retail jewelry 
industry. Match your sales against those 
of other stores in your size category. 


HOW YOUR STORE FITS INTO THE NATIONAL SALES PICTURE 


a — 





Estimated 
sales per 
store in 1956 


Percent of 


Estimated sales group sales 


10 $ 11,478 

62 4 
2 
18.1 


$106,995,120 
95,068,170 
170,325,060 
275,271,120 
436,289,940 «28.6 
se | = et! 
170660280 =o” 
112120274 


$1,523,832,420" 100.0 





181,788 

43452 
732,448 

1,967,056 

















* Excludes establishments not operated during entire year of 1954. 
operated during entire year of 1956. Sales figures for 1956 assume an 11 per cent increase over data for 1954 reported in Census of Business. 
Number of stores within each bracket is assumed to be same as for 1954. 


** Does not include estimated $35 million sales by establishments not 
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% ot annual 
volume 


27.3 


19.4 


16.7 


14.0 


1.4 





Group !-—Annual sales under $20,000 


Watch, Jewelry Repairs 


Watches & Clocks 


Diamonds & Precious 


Jewelry 


Jewelry under $25 
(incl. costume) 


Giftwares 


Fine Jewelry (over $25, 
except precious stone) 


Electrical Appliances 


Personal Leather Goods 


Piated Silver 


Flatware—hollow 


China & Glass Tableware 


Sterling Silver 


Fiatware—hollow 


Stainiess Steel 
Fiatware 


dollar volume 
of sales 


$3,133 


2,227 


1,917 


1,607 


S74 


413 


356 


172 





$11,478 








These are 
four out 
of ten 


jewelry stores 


® NEARLY FOUR out of every ten 
jewelry stores are in this group. 
True, these are the “little fel- 
lows” of the industry, but some 
of them have great future 
growth in prospect. They are 
large in number, but their total 
sales volume is low. 

Most of them are one-man 
establishments, except for help 
from wives or other family 
members who are not listed as 
employees. Only one store in 
four has a paid assistant, who 
earns about $47 a week if he 
works full time. 

The owner-operator almost in- 
variably is a watch repairer, 
maintaining the craftsman tra- 
dition that in a historic sense is 
the very basis of the jeweler’s 
craft. 

Receipts from watch, clock 
and jewelry repairs account for 
nearly one third of his annual 
gross. Because repairs are the 
heart of his business, he is less 
affected than bigger jewelers are 


by recent competition from dis- 
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count houses and door-to-door 
salesmen. 

Quite naturally, he has fre- 
quent opportunities to sell 
watches and clocks, and they are 
his No. 1 merchandise line. He 
also sells some diamond jewelry 
and about $30 worth of watch 
bands and costume jewelry per 
week. But his volume in other 
lines tends to be very small. 

As shown in the Federal Busi- 
ness Census for 1954, this group 
includes 5020 jewelry’ stores 
with sales of $10,000 to $19,000 
a year, 3066 jewelry stores with 
sales of $5000 to $9000, and 


© Group |: Jewelry stores with annual sales under $20,000 


1235 jewelry stores with sales of 
less than $5000 a year. 

All told, the 9321 stores in this 
bracket represent 39.6 per cent 
of all the jewelry stores in the 
United States. True, among 
them may be the Tiffany’s of the 
future, but today the sales of 
all these 9321 stores account for 
only 7 per cent of the industry’s 
total sales. 

In 1954 the average store in 
this bracket did $10,341 worth 
of business. JC-K estimates a 
volume of $11,478 for such a 
store in 1956. 
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% ot annual 
volume 


20.7 


20.7 


3.3 








Watch, Jewelry Repairs 


Watches & Clocks 


Diamonds & Precious 


Jewelry 


Jewelry under $25 


(incl. costume) 


Giftwares 


Piated Silver 


Filatware—hollow 


Electrical Appliances 


Fine Jewelry (over $25, 
except precious stone) 


Personal Leather Goods 


Sterling Silver 


Flatware—hollow 


China & Glass Tableware 


Stainiess Steel 
Fiatware 


Group Il—Annual sales $20,000-%29,000 


dollar volume 
of sales 


$5,483 


5,483 


5,271 


1,722 


954 


S27 





742 


































The watch 


repairer 
becomes a 
watch 
seller 


© THE GOVERNMENT counted 
3589 jewelry stores in this size 
bracket for the year 1954. That 
was 885 more stores than were 
tabulated in 1948. 

New businesses, of course, ex- 
plain part of this increase dur- 
ing the six-year period between 
1948 and 1954, but the rest of it 
comes from stores which suc- 
ceeded in pushing their sales 
over the $20,000 mark and thus 
climbing out of the “under $20,- 
000” category described earlier. 

There are many similarities 
between stores in this size group 
and the “little fellows,’”’ however. 
The owner-operator continues to 
be a watchmaker, but now he 
tends to have one full-time em- 
ployee, who earns $51 a week on 
the average. 

Watch, clock and jewelry re- 
pairs produce a bit more than 
$100 a week in revenue for typi- 
cal stores of this size—and the 
same amount of money is ob- 
tained from the sale of watches 
and clocks. This is natural be- 
cause an active repair business 
produces many opportunities to 


sell a customer a new watch as 
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© Group ll: Jewelry stores with annual sales of $20,000 to $29,000 


well as reconditioning the old 
one brought in for repair. 

The owner can expect another 
$100 a week from the sale of 
diamond jewelry, about $70 a 
week from costume jewelry and 
watch bands and $35 a week 
from giftwares. 

Other kinds of jewelry store 
merchandise are sold in consid- 
erably smaller volume — none 
tending to exceed $1000 a year 
in stores of this size. 

The 3589 stores in this cate- 
gory represent 15.2 per cent of 
all the jewelry stores in the na- 


tion. But, large as they are nu- 


merically, they account for only 
6.2 per cent of all jewelry store 
sales. 

Adding stores in this “$20,000 
to $29,000” group to those in the 
“under $20,000” group produces 
a total of 12,910 establishments. 
These two groups comprise 54.8 
per cent of all the nation’s jew- 
elry stores—but do only 13.2 per 
cent of the business. 

The average store in this 
bracket had sales of $23,863 in 
1954. That store did about $26,- 
489 worth of business last year, 
JC-K believes. 
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Group I!l—Annual sales $30,000-%49,000 





% ot annual dollar volume 
volume of sales 











20.9 Diamonds & Precious $3,897 


Jewelry 


19.3 Watches & Clocks s,216G 


16.3 Watch, Jewelry Repairs 6,939 















12.9 Jewelry under $25 5,487 


(incl. costume) 


G.1 Giftwares 2,597 


4.8 Sterling Silver 2,043 


Flatware—hollow 


4.5 Fine Jewelry (over $25, 1,916 


except precious stone) 


4.0 Electrical Appliances 1,703 


3.9 Piated Siiver 1,666 


Flatware—holiow 


3.5 China & Glass Tableware 1,490 
2.@4 Personal Leather Goods 1,149 
1.1 Stainless Steel 4h Sy 
Fiatware 












$42,571 



































Diamonds 
in first 
place 
trom here 
upward 


® THIS $30,000 annual sales fig- 
ure is especially significant in 
the jewelry business. For, from 
this point upward, a jewelry 
store tends to obtain more of its 
revenue from the sale of dia- 
monds and other precious-stone 
jewelry than from any other 
source. If the diamond is the 
proudest hallmark of a jeweler, 
then a jewelry store begins to 
achieve stature when it passes 
the $30,000 figure. 

In most stores with an annual 
volume of less than $30,000, as 
we saw on the preceding pages, 
repairs are the main source of 
income. 

Stores in the $30,000 to $49.,- 
000 bracket average $8897 a 
year in diamond sales. Watch 
and clock sales come second (as 
they do in jewelry stores of all 
sizes), with an average yield of 
$8216 per year. 

Receipts from repairs continue 
to be an important part of the 
business, averaging $6939 a year 
for stores of this size. Costume 
jewelry and giftwares are in the 
fourth and fifth spots, just as 


we found them with stores of 
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© Group Ill: Jewelry stores with annual sales of $30,000 to $49,000 


smaller size in groups 1 and 2. 

Sterling silverware, however, 
begins to become important 
when a store’s volume passes the 
$30,000 mark. Smaller stores 
sell only trivial quantities of 
sterling wares, but stores in this 
size bracket average $2043 bus- 
iness a year in that category. 
Sterling is their sixth best rev- 
enue producer. 

No other kind of merchandise 
exceds $2000 a year for typical 
jewelry stores in this bracket. 

Besides the proprietor, there 
are usually two employees in a 


jewelry store of this size. One 


employee may be _ part-time. 
Full-time workers are paid an 
average of $55 a week. 

According to the 1954 Busi- 
ness Census, there are 4001 jew- 
elry stores of this size (17 per 
cent of the entire industry) and 
they had total sales of $153 mil- 
lion in 1954. This was 11.2 per 
cent of the industry’s entire 
sales volume for that year. 

The average store’s annual 
volume was $38,352 in 1954. 
JEWELERS’ CIRCULAR-KEYSTONE’S 
estimate for that store in 1956: 
$42,571. 
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Group !IV-Annual sales $50,000-99,000 


Y% of annual dollar volume 
volume of sales 
22.8 Diamonds & Precious $17 =3 <3% 
P Jewelry . 
17.9 Watches & Clocks 13,779 
13.0 Watch, Jewelry Repairs 10,007 
10.G Jewelry under $25 s,159 
a 


(incl. costume) 


Oat Sterling Silver 5,465 


Flatware—holiow 


6.4 Giftwares 4,927 


Sr Fine Jewelry (over $25, 4,465 


except precious stone) 


4.6 Piated Silver 3,541 


Fiatware—hollow 


4.5 Electrical Appliances 3,464 

3.4 China & Glass Tableware 2,617 

2.6 Personal Leather Goods 2,001 
1.3 i 1,001 





$76,977 














Volume 
sales for 
all 
jewelers’ 


merchandise 


® AS A JEWELRY STORE grows in 
sales volume, diamonds become 
a larger and larger per cent of 
that volume. Accordingly, dia- 
monds and other precious-stone 
jewelry account for 22.8 per cent 
of revenue for concerns in the 
$50,000 to $99,000 class. 

Watches and clocks are the 
second most important line, of 
course. 

Receipts from repairs are the 
third biggest source of income, 
representing 13 per cent of store 
volume. An average store in this 
group does almost three times 
as much repair business as the 
average “little fellow” described 
on page 49. 

Costume jewelry is apt to be 
the fourth most important phase 


of the business, with sales like- 
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@ Group IV: Jewelry stores with annual sales of $50,000 to $99,000 


ly to be in the neighborhood of 
$8000 a year. Sterling silver 
moves into fifth place, account- 
ing for $5500 per year in many 
stores of the group. 

All but one of the principal 
other categories of jewelry store 
merchandise are sold in signifi- 
cant quantity—usually $2000 
or more of each per year. Stain- 
less steel, with an indicated an- 
nual sale of $1000 per store, is 
the smailest income producer 
among the lines covered by the 
survey. 

Four or five people work be- 


hind the counters in a typical 


store in this size group. Besides 
the proprietor, there are usually 
three or four full-time employees 
and probably a part-time helper. 
Full-time employees average $62 
weekly pay. 

The Business Census for 1954 
enumerated 3576 stores in this 
size bracket (15.2 per cent of 
the nation’s jewelry stores) ; 
they accomplished 18.1 per cent 
of the industry’s total sales. 

In 1954, the average store in 
this group had $69,348 in sales. 
JC-K’s estimate for that store’s 
business in 1956: $76,977. 
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Group V-Annual sales *100,000-299,000 


% ot annual dollar volume 
volume of sales 
Diamonds & Precious a 
27.4 yer 49,810 
18.27 Watches & Clocks 33,994 
5.5 Jewelry under $25 17,271 


(incl. costume) 


s.3 Watch, Jewelry Repairs 15,088 
6.6 Electrical Appliances 11,998 
S.5 Sterling Silver 11,8 1 te 





Flatware—hollow 


5.5 Giftwares 9,998 


5.3 Piated Silver 95,635 


Fiatware—holliow 





4.6 Fine Jewelry (over $25, 8s,362 


except precious stone) 


3.3 Personal Leather Goods 5,999 


3.1 China & Glass Tableware 5,635 


Stainiess Steel 


1 Pr Flatware 2,182 





+181,788 


Royal 
treatment 
here 

for 


costume 


jewelry 


® INCREASINGLY, diamonds are 
a larger proportion of jewelry 
store sales, as the store’s whole 
In the 2400 


stores in this group, diamonds 


business grows. 


and precious stone jewelry rep- 
resent 27.4 per cent of volume. 
It goes without saying that 
watches and clocks are in no 
lower than second position. 
Well-designed, low-priced jew- 
elry seems to be more important 
to stores of this size than it is 
to any of the other groups cov- 
ered by this survey. Such mer- 
chandise, including all costume 
jewelry, accounts for 9.5 per 
cent of total sales. Bigger jew- 
elry stores sell a larger dollar 
volume of costume jewelry but 
the latter represents a smaller 
part of their total business. 
Watch repairs, as the chart 


shows, are the fourth biggest 


FOR MAY, 1957 


MANPOWER PER STORE: 


VOLUME PER MAN: 


© Group V: Jewelry stores with annual sales of $100,000 to $299,000 


revenue producer, and then come 
electrical appliances—which ac- 
count for 6.6 per cent of sales. 
Sterling silverware is in sixth 
position in this size group. 

There’s a fairly even set of 
percentage figures for the re- 
maining six lines, indicating a 
broad and successful diversifica- 
tion within the jewelry business 
at this size level. 

Since many of these concerns 
are not incorporated, a proprie- 
tor is frequently in active charge. 
There are seven or eight full- 
time employees, who are paid an 


average of $68 a week, and often 


a helper who works part-time. 

The number of stores in this 
bracket has grown since 1948. 
Then there were 2087 of them 
(9.8 per cent of all jewelry 
stores). In 1954, the Business 
Census counted 2400 (10.2 per 
cent of all jewelry stores). As a 
group, they handled an impres- 
sive 28.6 per cent of the indus- 
try’s total sales. 

The average store in the group 
had $163,772 in sales in 1954; 
that store, JC-K estimates, sold 
$181,788 worth of merchandise 
and repairs in 1956. 
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Group Vli—Annual sales $300,000-%499,000 


% ot annual dollar volume 
volume of sales 
27-9 Diamonds & Precious 118,143 

Jewelry 
18.9 Watches & Clocks so,0o032 
12.2 Electrical Appliances 51,661 
S.9 Giftwares 293,218 
S.1 Watch, Jewelry Repairs 25,831 
5.7 China & Glass Tableware 24,1 37 
5.1 Jewelry under $25 21,596 


(incl. costume) 


4.8 Piated Silver 20,326 


Fiatware—hollow 


4.6 Sterling Silver 19,479 


Flatware—holliow 


3.1 Fine Jewelry (over $25, 13,127 


except precious stone) 


2a.5 Stainiess Steel 10,586 
Flatware 
4 Personal Leather Goods 9,316 





$423,452 








































The electrical 
age in 
jewelry 


stores 


® IN THIS LORDLY ECHELON of 
the jewelry industry, diamonds 
are even more important than 
they are in lower-volume stores. 
Together with other precious- 
stone jewelry, they constitute 
27.9 per cent of total annual 
sales. 

Watches and clocks come in 
the usual second position in the 
sales column. 

Smaller electrical appliances 
—radios, portable TV _ sets, 
toasters and the like—are the 
third best source of revenue, ac- 
counting for 12.2 per cent of 
sales. This high figure reflects 
aggressive selling by credit jew- 
elers, who have shown that they 
can compete successfully with 
department stores and discount 
houses. 

Giftwares and repairs are 
fifth and sixth best revenue pro- 


ducers. China and glass table- 
ware, strongly featured in stores 


of this size, account for 5.7 per 
cent of sales—a higher portion 
than these lines represent in any 
other sales-bracket of the jew- 


elry industry. 
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Note that sales of plated sil- 
verware slightly exceed those of 
sterling silverware in most 
stores in this group. Plated sil- 
verware is in eighth position 
with 4.8 per cent of sales, and 
sterling silverware in ninth with 
4.6 per cent of sales. 

About 20 people staff the 
offices and sales and _ service 
counters in stores of this size. 
Besides a proprietor (many such 
stores are unincorporated), 
there are apt to be 17 full-time 
employees and one or two part- 
time assistants. 

In 1948, there were 319 stores 


© Group Vi: Jewelry stores with annual sales of $300,000 to $499,000 


in this size bracket (1.5 per cent 
of the nation’s jewelry stores). 
That year their sales came to 
$120,842,000 —9.9 per cent of 
the industry’s total volume. In 
1954, the Business Census tabu- 
lated 371 stores in this group 
(1.6 per cent of all jewelry 
stores) and sales came to $141,- 
532,000—10.3 per cent of the 
industry’s total sales. 

The average store in this 
group had $381,488 worth of 
sales in 1954. In 1956, JC-K esti- 
mates, that store’s volume was 
$423,452. 
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% of annual 


Diamonds & Precious 


Jewelry 


Watches & Clocks 


Sterling Silver 
Fiatware—holliow 


Electrical Appliances 


Fine Jewelry (over $25, 
except precious stone) 


Watch, Jewelry Repairs 


Jewelry under $25 
(incl. costume) 


China & Glass Tableware 


Giftwares 


Piated Silver 
Fiatware—holiow 


Personal Leather Goods 


Stainless Steel 
Flatware 


Group Vll—Annual sales $500,000-#999,000 


dollar volume 
of sales 


$213,875 


110,600 


75,442 


70,315 


52,736 


51,271 


49,806 


39,553 


27,101 


24,903 


s,7s9O 


Ss,0S7 





$732,448 


Diamonds, 


watches, 


sterling 


@ THE NUMBER OF STORES in this 
exclusive bracket increased dur- 
ing recent years by one third. 
The Business Census counted 
only 177 of them in 1948, but the 
next Census, in 1955, enumer- 
ated 233 such stores. 

In view of the business in- 
volved, this growth was impor- 
tant to the jewelry industry. 

In no other size bracket are 
diamonds and other precious- 
stone jewelry so large a propor- 
tion of total sales—29,2 per cent. 
Averaged out, this means that 
each store sells between $150,- 
000 and $300,000 worth of dia- 
monds and other gem-set pieces, 
depending upon the total annual 
volume of the store. 

Watches and clocks are the 
second largest income producer, 
followed by sterling silver. This 
is the only size group with ster- 
ling silver in third place, main- 
taining the age-old jewelers’ 
tradition of diamonds, watches 
and silverware in 1, 2, 3 order. 

Electrical appliances are 
fourth in total volume, account- 
ing for 9.6 per cent of all sales 
and reflecting successful sales- 
manship by the large credit 
jewelers. 

Fine jewelry selling for more 
than $25, other than diamond 
and precious stone, moves into 


fifth place with stores of this 
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© Group Vil: Jewelry stores with annual sales of $500,000 to $999,000 


size. This is a bigger portion of 
sales than is to be found in any 
of the smaller size groups. 

China and glass tableware is 
in eighth position, following re- 
ceipts from watch and jewelry 
repairs and costume jewelry. 
Table accessories are a bigger 
part of total sales for these 
stores than for stores in most 
other size brackets. 

One fourth of the stores are 
owner operated. They average 
30 or 31 paid full-time em- 
ployees, including salaried offi- 
cers, and two part-time workers. 

The Business Census for 1948 


showed that the 177 stores then 
in this size group were 0.8 per 
cent of all the jewelry stores in 
the nation and performed 9.9 
per cent of total jewelry store 
sales. 

The Business Census for 1954 
revealed that the 233 stores now 
in the group were 1 per cent of 
all the jewelry stores and were 
accomplishing 11.2 per cent of 
the industry’s total sales. 

An average store’s sales in 
1954 were $659,862. JC-K be- 
lieves that such a store had a 
volume of $732,448 last year. 
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Group Vill—Annual sales over $1,000,000 


% oft annual : dollar volume 
volume of sales 

23.8 Diamonds & Precious $468,159 

Jewelry 

16.1 Watches & Clocks 316,696 

11.7 Electrical Appliances 230,146 

s.2 Giftwares 161 2939 

7.8 Fine Jewelry (over $25, 153,430 


except precious stone) 


aut Watch, Jewelry Repairs 151 463 


“? Sterling Silver 145,563 


Filatware—hollow 


G.1 Jewelry under $25 119,390 


(incl. costume) 


4.1 Piated Silver Sso0,649 


Fiatware—hollow 


3.7 China & Glass Tableware 72,781 


Personal Leather Goods 62,946 





7 Fiatware 3,934 








41,967,056 


What the 


million-dollar 


stores sell 


® ONE JEWELRY STORE, in 1954, 
had sales of more than $5 mil- 
lion dollars! Eleven sold mer- 
chandise worth between $2 mil- 


lion and $5 million. And 45 
others topped $1 million apiece. 
But the 57 stores which the 


latest Federal Business Census 
counted in this topmost bracket 
were fewer in number than in 
1948, the previous Census year. 
Four stores apparently dropped 
into a lower bracket. 

Diamonds and other precious- 
stone jewelry, of course, were in 
the No. 1 position, followed by 
watches and clocks. 

Smaller electrical appliances 
—radios, portable television 
sets, toasters, etc.—were the 
third major source of income. 
The extraordinary sucess of this 
“non-jewelry” line testifies to 
the merchandising skill of the 
many credit jewelers now found 


within the group. Appliances 
were 11.7 per cent of sales. 

Giftwares, in fourth position, 
were 8.2 per cent of sales—a 
larger share of total business 
than giftwares have in any of 
the other size brackets. 

Fine jewelry, selling for more 


than $25, other than diamond 
and precious stone, accounted 


for a whopping 7.8 per cent of 
total sales. This is a bigger per- 


centage for fine jewelry than is 
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found in any other bracket. 
The repair department yielded 
7.7 per cent of total receipts and 
was in sixth position, followed 
by sterling silverware with 7.4 
per cent of total sales. 
Twenty-two of the nation’s 
jewelry stores in 1954 had more 
than 100 employees; presumably 
all 22 were in the “over $1 mil- 
lion” class. The average store in 
the group had a staff of 96. 
The 57 in the bracket in 1954 
were 0.2 per cent of all jewelry 
stores and accomplished 7.4 per 
cent of all jewelry store sales. 
In 1954, the average store 


within the group had sales of 
$1,772,123. That store’s_ busi- 
ness, JC-K estimates, grew to 
$1,967,056 in 1956. 


e Last month Part t of JC-K’s Survey 
let you compare your business with 
averages as they apply for all 
jewelry stores. 


e This month Part Il lets you match 
your sales against sales of other 
stores in your own size bracket. 


e Next month Part Ill will let you 
see your store as your suppliers see 
it. It will show how much of the dia- 
mond business is done by stores in 
your size group . . . and what per- 
cent of each of the other 11 lines is 
sold by stores in the various brackets. 
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When a diamond is your gift it bears with 


it the mark of your achievement. 


Your good judgment is confirmed, for a 
diamond’s value is enduring. 


The giving of a diamond subtly demon- 


strates the quality of your discernment. 


Your devotion 1s continually recalled 


when your gift is a diamond. 


This year; let a diamond make memorable that 
special anniversary, or important birthday. a de- 
but, the birth of a child, er any significant event. 
‘4 diamond is forever.” 


. FS 

js >, 
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Y carat ] carat 2 carats 3 carats 
205 to $500 $600 to $1210 $1300 to $3500 $2275 to $6545 


Color, cutting and clarity, as well as carat weight, contribute to a diamond's value. 
A trusted jeweler is your best adviser. Prices shown cover range of quotations in 
January, 1957, by representative jewelers for their top-quality unmounted dia- 
monds. ‘Federal tax extra.) Prices vary with top qualities offered. Exceptionally fine 
stones are higher. 

De Beers Consolidated Mines, Ltd. 

















to promote your diamonds 


diamond gift advertising 


in Time, Newsweek, The New Yorker, Town & Country, National Geographic 











diamond selling ideas 


Two free booklets for you and your sales staff 


bigger 
- Diamonds 


° Glodys Bobson Honnotord | ae, a Cae 


Ideas for building diamond gift sales 


This practical, “how-to-sell” booklet outlines 
your market, your prospects, your best sales 
approaches. Written by Gladys Babson Hanna- 
ford, noted lecturer and authority on diamonds, 
it points up the big opportunities for sales of 
bigger diamonds... for anniversaries, days of 
birth, and other gift occasions. 


Ideas for better diamond salesmanship 


An informative sales manual for your sales- 
people. It discusses why people buy diamonds, 
outlines questions customers have in mind when 
they come in to buy, and presents interesting 
facts that make it easier to talk about, and sell, 
diamonds. Useful diamond-selling charts are 
included in this booklet. 


De Beers Consolidated Mines, Ltd. 


send for free copies now 


Diamond Promotion Dept., THE REUBEN H. DONNELLEY CORP., 230 East Sandford Blvd., Mt. Vernon, N. Y. 


Gentlemen: Please send me____ copies of “Bigger Sales of Bigger Diamonds,” 


copies of “More Dollars from Diamonds” 





Name 





Address 











The “old” and the “new” 
diamond room at Argenzio 


Brothers, Denver. Its 












value and usefulness have 


redoubled since it has been 


Poets oe 









made bright, colorful and ‘ x |= ; : a 





modern—the store’s most 


important spot. 








A diamond room was no new thing at Argenzio 
Brothers, Denver. In fact, it was the most im- 
portant part of the store. That’s why they mod- 


ernized it. 


© LOCATED TO THE LEFT at the rear, the Argenzio 
Brothers’ refurbished diamond room gets full day- 
light from a window ten feet high. New fur- 
nishings were chosen for both beauty and com- 
fort. A round Formica-top table in the center 
has five white leather chairs grouped around it, 
and another six-foot-long Formica-top table 
stands along the window wall. On the latter are 
some of the instruments that play so important 
a part in diamond grading and merchandising. 
Below in drawers are literature on diamonds and 
other precious stones, ring gauges and an assort- 
ment of velvet pads in various colors to draw out 
the colors of the stones that are placed on them. 
Soft coral walls and aqua wall-to-wall carpeting 
contrast effectively with the blond table tops and 
white chairs. This bright color scheme sets the 
room off in sharp contrast to the rest of the store 
which is finished in traditional dark hardwoods. 


““MOST CUSTOMERS ARE SURPRISED,” says Victor 
Argenzio, head of the firm, “when we usher them 
into the room. They are put in a happy, receptive 
frame of mind by the cheerful colors and modern 
appointments.” 

There are a number of reasons why people 
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Better-than-ever piamenp room 


don’t want to be on exhibit when making a dia- 
mond purchase. Perhaps the man intends to sur- 
prise a young lady with an engagement ring and 
doesn’t want the news to leak out in advance. And 
if it’s a question of credit—as it so often is—no 
one wants to be overheard while making time- 
payment contracts and talking finances. The cus- 
tomer is far more likely to “open up” and discuss 
frankly his ability to pay when closeted away 
from the people on the sales floor. 

“We have had many instances,” says Mr. Ar- 
genzio, “of a customer, who is unwilling to ex- 
press himself at a show case, becoming quite out- 
spoken as soon as he enters the diamond room.” 

Though the room was built primarily to help 
sales of larger, better-priced jewels, it isn’t un- 
usual for it to be used for lower-priced diamonds. 
Budget-minded customers who come in for an 
engagement ring in the $150 classification, for ex- 
ample, are pleased when Mr. Argenzio or his 
brother extends them the courtesy of the diamond 
room. The gesture is automatic whenever a cus- 
tomer wants to make use of credit or lay-away 
buying. 

“Speed is definitely not the essence in selling 
diamonds,” says Mr. Argenzio. “Some of our big- 


gest sales in 1956 came through relaxed hour- 
long sessions in our private room, grading up the 


customer’s interest from smaller to larger stones. 
Now many of our customers make a beeline for 
the diamond room whenever they come in—they 
like it so much.” 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Winner of “Diamonds, U.S.A.” Award for outstanding achievement in Jewelry Design. 


T pence 


TIMEPIECES 


Raymond Abrahams proudly 
presents a new, magnificent 
collection of specially priced 
Diamond Watches with 
a guaranteed jeweled movements. 
Ki ethan gs J 


“p - PPM 


& ‘ j 
* ae an i! - tl 2. 
eet 1 Fi ¢ Available on consignment for 
ed 
your special requirements. 
Attachments are also 


available separately. 


551 Fifth Avenue, New York 17, N. Y. 
Phone—MUrray Hill 7-0457 - 8 


For prompt attention please address inquiries Dept. K-52 
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Mr. Knower enjoys using his lettering 
set. The price tags he turns out have 
selling messages that make them more 


than mere labels. 






















































He makes 


his own price tags 


Here’s how one jeweler applied imagination to 
one tiny facet in his sales routine. Now even the 


humble price tag does a splendid job. 


® AL KNOWER, manager of Peacock’s Credit Jew- 
elers in Biloxi, Miss., believes that price tags 
should not merely tell how much an item costs. 
They should do a selling job too. 

For several years now he has been buying blank 
tags and printing them himself, using a lettering 
set that makes the characters look as though they 
were machine printed. Below the price figure he 
adds a short selling message, tailored to the par- 
ticular piece. Here’s the story behind the “do it 
yourself” tags: 


PRE-PRINTED TAGS, Mr. Knower felt several 
years ago, are designed for universal use on al- 
most any displayed item, so they have little or 
no “sell.” Moreover, since nearly every jewelry 
store uses them, they create a monotonous sim- 
ilarity in windows and cases. And when you can’t 
find a printed tag with the exact price, you have 
to letter one by hand—which, unless you are an 
artist, looks messy. Or else you revise the price of 
the item to fit the tag—and no retailer likes to do 
that. 

Pondering these disadvantages, Mr. Knower 
suddenly remembered a lettering set he had used 
while in military service. It consisted of a tracer 
pin, with which the operator traced by hand the 
letters cut into the guide or template, and a real 
pen which repeated the letters automatically on 
the desired surface. Why would not this device be 
ideal for use on price tags? Mr. Knower decided 
that it would, and he bought one for his store. 


MR. KNOWER KEEPS HIS SHEETS of blank tickets 
in a wooden tray convenient to the counter top 
where he does the work. The lettering set, housed 
in its box, is in a nearby drawer, along with India 
ink, pen points of various widths and a T square. 


Even in his busy downtown location he finds it easy 
PLEASE TURN TO PAGE 94 
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Mantels have practically disappeared 





from new homes in Phoenix, Ariz., but 
this jewelry store is... 


* “CLOCKS MAKE US A LOT OF FRIENDS,” says Ben 
Rosner, head of the big clock department at 
Rosenzweig’s Jewelers, Phoenix, Ariz. 

“They’re an ideal drawing card. Phoenix is 
filled each winter with thousands of tourists who 
ind they need an extra clock or two for personal 
use and are also indefatigable gift buyers. Be- 
sides, there are thousands of new homeowners in 
Phoenix—and all of them need clocks along with 
their furniture. 


Who can 
miss ’em? 
Customers ascend- 
ing stairs to the 
mezzanine get a good 
chance to inspect this wall 


panel of high-style clocks. The 


display is so large that it can be seen 


easily from most of Rosenzweig’s selling floor. 
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Famous for Clocks 


“It is hard to say whether more of our clocks 
are bought for personal use or for gifts. Probably 
it’s 50-50. 

“In any case, it’s a serious mistake to regard 
clocks as commonplace, everyday items which sell 
themselves. We put as much merchandising em- 
phasis on our clock inventory as on any other in 
the store.”’ 

Reason No. 1 why the cash register rings so 
merrily at Rosenzweig’s clock department is depth 
of inventory. Rosenzweig’s carries no less than 
200 clocks throughout the year, and many more 
before Christmas. 

Reason No. 2: the inventory is carefully spread 
over the entire price range. Rosenzweig’s can 
offer the clock purchaser a choice which begins at 
$4.95 and runs up into three figures. “‘That’s im- 
portant,”” Mr. Rosner observed. “‘We see to it that 
a customer who is attracted to a particular clock 
‘on impulse,’ while in the store on some other 
errand, can find something to satisfy both his 
taste and his pocketbook. At the same time, we 
have a host of unusual, better-priced models to 
harmonize with the most exclusive types of home 
furnishings.” 


ROSENZWEIG’S BUYS ITS CLOCKS with extreme 

care. 
Many of the models are staples, popular year 
after year; they may be sold for a dozen seasons 
PLEASE TURN TO PAGE 72 
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THE FLOWER OF PRECIOUS JEWELRY 
Here are jewels of superlative design and 
unexcelled craftsmanship... inviting the 
consideration of the most discriminating clientele 
in your community. Sell this ever-expanding market. 
Make the House of Heyman your prime source for original 
concepts in precious stones... platinum...and unique 


recreations of rare jewelry pieces. (7a 
,. ~ 


Oscar Heyman tz Brothers. Inc. 





















Famous for Clocks— (Continued) 





This store shows hundreds of styles; 


y, 





® Novelty clocks for kitchens; even a cuckoo. 


until the manufacturer changes the model. This 
is the nucleus of the inventory; it is equivalent 
to an “average size stock.” 

Beyond this, Rosenzweig’s really branches out. 
It features high styles which are not likely to be 
repeated by the manufacturer or found in other 
stores in the area; bright new developments in 
special-purpose clocks; novelties, and even utili- 
tarian types of clocks such as travel clocks and 
kitchen clocks. 

One of the big wall displays extends clear up 
the stairway (see picture). This panel, 20 feet 
long and 5 feet wide, is built of pegboard, finished 
in light pastel green. On its surface are mounted 
50 wall clocks, ranging from small boudoir models 
up to huge “sunburst” designs. 


A CHANGE IN HOME DESIGN helps explain the 
growth of the Rosenzweig clock department. Few 
new homes in the Phoenix area have mantels of 
any sort. The fireplaces, if any, are modernistic; 
simply recesses in the wall or platforms on the 
floor with a copper hood suspended above them 
from the ceiling. So there is no place in the new 
homes for the old-fashioned mantel clock and a 
familiar touch in the living room is gone. As a 
substitute, Rosenzweig’s offers wall clocks which 





they’re a money-making department 


® Each watch counter has a clock display behind it. 


can be hung in approximately the same position 
as the old mantel! clock. 


YOU SEE CLOCKS ON EVERY SIDE at Rosenzweig’s. 
One large and two small wall cases behind the 
watch counter show them, plus a pegboard wall 
fixture with inexpensive “pickup” gift models. 

Newspaper advertising and window displays 
consistently feature clocks. Some ads show from 
four to eight models, each with a paragraph of 
copy and the price ($4.95 to $125). 

A small window is often devoted to clocks and 
watches. 

Last fall the slogan, “‘Time For Christmas,” 
was used in newspaper ads and window displays. 
It helped build interest in clocks as Christmas 
gifts. 

There is no such thing as a “typical clock cus- 
tomer,” according to Mr. Rosner. Rosenzweig’s 
clock merchandising is slanted to “the public in 
general,” and given the benefit of a separate ad- 
vertising budget. “Every salesperson is told about 
every model in the store, so that he can fit a clock 
to the customer’s needs. 

“For these reasons,” Mr. Rosner summed up, 
“our clock department is a steady, valuable asset.”’ 

by Robert A. Latimer 
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IMPERIAL 


CULTURED PEARLS 


The name consistently 

recognized and 

associated with the 

world's finest 

cultured pearls... 
receives with gratitude .. . 
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A JC-K aid to selling fine JEWELRY 


by 
JACK 
HARRITON 


The twining 

tendrils of a 

morning glory... 

the convolutions of a 
chambered nautilus... 
or bows of 

Easter ribbon 

not quite tied— 
whatever these new 
mountings may suggest, 
all will agree 


they’re beautiful. 
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Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of 
custom-made jewelry is the sketch, which serves to define 
the wishes and needs of the prospective purchaser and the 
recipient. To assist in the development of such sketches 
—and business—JC-K presents each month, these plates, 
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which can be cut out and assembled in a folder. This 
collection of material should be kept handy for consulta- 
tions with any special order prospect. With these, the 
jeweler can quickly determine the kind of piece and 
the type of design which will appeal to the customer. 
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Emerald C ut and Marquise 
STAR SAPPHIRES 


RUBIES + STAR RUBIES - SAPPHIRES 
CAT'S EYES * EMERALDS- PEARLS 












We have a large stock of Precious Stones, 
mounted and unmounted from which to make 
your selection. Let us cooperate with you on 
your special calls. 








We are always interested in purchasing estates — or 
jewels which your customers submit to for sale 
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AN EXTRA SALE IN THE 
BRIDAL MARKET 
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in a choice of styles and designs...an irresistible extra sale at 
point - of - sale. The volumes illustrated are available singly or as 


a matched set. Display them in your counter, case or window. 


OUR WEDDING BOOK | GUESTS Fs PHOTOGRAPHS 
WELL: G8102 --w1008 
et. $6.00 Ret. $5.50 Ret. $7.00 


CAO or AND bieasa red 


Publishers ¢ Norwalk, Of lalaliaita'h, 





FOR MAY, 1957 


















These four little words or actions tell you that a 
customer is ready to buy—though she may not 
realize it herself. It will pay you to watch out 
for them. 


® EVERY CUSTOMER GIVES A “‘BUY SIGN’’ when she 
has made up her mind. She doesn’t always say 
I’ll take it. But she says—or does—something 
that indicates to the salesman he can assume she 
has reached her decision. Moreover, she wants 
him to assume it—wants that little extra neces- 
sary push that will make her decision actual. 

What are these buy signs—these words or ges- 
tures that are so trifling and yet so vital? 


Money movements. When the customer opens 
her purse or walks toward the cash register, you 
can begin writing up the sales slip. It may be a 
false alarm. It may be a cigarette or lipstick she 
is after and not money at all. But such a gesture 
usually indicates decision. 


Assumed ownership. Frequently customers ask 
questions or make comments that indicate owner- 
ship. They have made a mental decision to buy 
your jewelry even though they have not said so 
in sO many words. The change of one word in the 
question or comment will be your key. Consider 
these two questions: 

1. “What guarantee do I get?” 

2. “What guarantee do you give?” 

In the first question the customer is assuming 
she owns the watch. Her question is based on 
her mental picture of the future. She has bought. 
Something happens. What is her guarantee? 

By the change of the one word “I” for “you,” 
the second question does not show assumed own- 
ership. The customer is still debating whether 
or not she should buy. 

Listen for the key words. “I” is an indication 
of assumed ownership—a strong buy sign. She 
pictures herself as the owner of your watch. 

On the other hand, when the word “you” is 
used, she does not picture herself as the owner. 
You still own the watch—she has not made the 
mental decision to buy. It is not time to close the 
sale, but a sign to use more hard sell to build 
desire stronger. 

Buy signs that show assumed ownership can 
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Look for the “Buy Sign” 























be on many things. Questions and comments on 
service, delivery, guarantee, long-term savings, 
and pleasure or enjoyment can all be phrased to 
indicate that the customer has assumed owner- 
ship and is thinking of the future. 


“When” is stronger than “if.” 

Consider these two prefacing remarks to a 
question or a comment of a customer: 

i a ees ew 

2. “When I buy, will... ” 

It is easy to see which is the buy sign and which 
is not. Alert salesmen spot the “if’’ and “when” 
every time a customer voices these words. 

“When” is a strong buy sign. The customer 
has mentally gone through the actual buying 
process. She is thinking of the future and her 
ownership of what you are selling. Follow up the 
“when” with a trial close. 

“Tf,”’ on the other hand, indicates more serious 
doubts about buying. It says: “I might buy this if 
certain conditions are fulfilled.” You still have 
a selling job to do. 

If possible, change the “if”? to “when.” The 
customer says, “If I buy this, will...” Answer 
her question with: “When you have this, you will 
mee + caer 


Stammering doubt. Why is it that some cus- 
tomers hate to come right out and say, “I’ll take 
it”? Sales psychologists say that they lack self- 
assurance—someone else to make the decision. 

A good indication of readiness to buy is the 
stammering doubt. The customer may say: “Well 

..L...think...1I...” She is trying to think 
of another question or objection. She can’t. She 
stammers. She is ready to close. 

When she has serious objections or questions. 
she doesn’t hesitate to come right out with them. 
She speaks up and says what she thinks. When 
she stammers and hesitates, she doesn’t have a 
strong opinion. She is thinking. She is ready to 
buy but hates to say, “I’ll take it.” 

Remove the stammer by giving her something 
definite to think about. Bring up a minor point 
about cash or credit. Or ask if she wants the item 
gift wrapped. This often eliminates the stammer- 
ing doubt and leads to a quick and easy close of 
the sale. 


By H. E. Carroll 
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INCREASE PROFITS 


with ORIENTAL 
JADE DISPLAY 


“The Jade House” of Artcraft Jewelry Company 
offers as part of a franchised self-sales 
program this unusual profit making display as 
an indispensable aid for easy sales. 


IN ADDITION TO THE DISPLAY, YOU WILL RECEIVE: 


¢ A beautiful assortment of Jade Jewelry 
¢ Illustrated Jade brochures for your counter 
® Descriptive Jade literature for statement 











enclosures 
* Dealer Mats 
| : Specialists in finest quality Jades — imported 
more ae direct from Hong Kong and mounted in our 
oe factory 






Also, a complete selection of Gem Stone Jewelry. 


FOR MORE INFORMATION WRITE TO: 









ARTCRAFT JEWELRY CO.. - .1 West 47th Street -° ‘New York. 36, N. Y. 
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Above—platinum pendant contain- 
ing l-carat Fabulite surmounted 
by diamond-studded coronet, to re- 
tail for $2000. 

Right—3-carat Fabulite rings ‘for 
her’ and “for him,” to retail at 
$200 each. Lady’s ring has two 
tapered baguettes of Fabulite. 
(Photos courtesy of Wm. V. 
Schmidt Co.) 
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by Dr. Frederick H. Pough, gem consultant to JC-K 


® THE NEW JEWELRY-STONE MATERIAL that was 
announced more than two years ago is available 
to the trade at last. Like synthetic rubies and 
sapphires, it is manufactured by the Verneuil 
process from an especially prepared and purified 
powder. Its appearance in commerce makes im- 
perative a decision on a need that gem experts 
have long felt, a need for a clarification of the 
terms now used to describe the character of the 
variously grown man-made gem-stone materials. 
Webster, the FTC’s oracle on word usage, will 
stand them in poor stead in this situation. 
Fabulite is the marketing name for strontium 
titanate. It was mentioned briefly in our summary 
of last month, but was described in more detail 
two years ago when it was thought that a dif- 
ferent merchandising plan might be decided upon. 
At that time, it was to be placed on the market 
only in finished, thoughtfully designed jewelry, 
but the plan fell through when no manufacturer 
proved to be sufficiently far-sighted to be willing 
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to undertake such a venture. The National Lead 
Co., the discoverer and manufacturer of the stron- 
tium titanate boules, has now decided that it is 
still possible to assure a high-level promotion of 
the material on its merits as a beautiful, new, 
crystalline substance, eminently suitable for 
jewelry use, and costly enough in production to 
assure it a continuing value quite within the price 
range of the natural jewelry stones. Accordingly, 
the material has been turned over to one of the 
larger colored-stone importers (the William V. 
Schmidt Co.) on an exclusive basis, for process- 
ing and distribution to the trade. 

This arrangement insures that all of the Fab- 
ulite which reaches the market will be cut from 
highest quality rough in the proper dimensions, 
polished to perfection. There will be no chance 
for distribution of uncontrolled material fash- 
ioned by slipshod, hasty methods and sold, as a 
consequence, at lower prices. Since it is absurd 


to sell luxury objects of beauty and romance on 
PLEASE TURN TO PAGE 80 


THB JEWELERS’ CIRCULAR-KEYSTONE 


















Here's a part of 
our extensive collec- 
tion of fine quality 
Rotary Club jewelry 
in 14K gold. Since 
Rotary Clubs change 
presidents in June, 
your customers will 
be particularly in- 
terested in our excel- 
lent assortment of 
Past President pres- 
entation buttons. 





MEMBER AMERICAN 


ROTARY BUTTONS (14 KARAT GOLD) 


WWrerrertine IBerry 2 co. Sine Cmllematic fe 
















THE NAME THAT MEANS 





GEM socienrTty 8S ROSE STREET, NEWARK 8, N. 

















Designed for modern living with No. H-850. For the delight 
electric movements and chiming of any connoisseur, with 


mechanisms and with richly vvsual arch design and 
tasteful blending of ma- 


terials. The rich mahogany 
case holds an ivory dial, 
> gold sweep second hand, 
tive themes. Here in one package, bijack hands and numerals. 
you have the size, the price and 5%” high, 13%” wide. 
the quality to create sales. Retail $39.95, List $47.90 


gleaming mahogany cases, these 
versatile clocks are perfectly at 
home in a wide variety of decora- 


Your wholesaler 
is ready to 
supply you NOW! 









RMSGHEDE Hacc 
CLOCK co. 
CINCINNATI 6, OHIO 





FOR MAy, 1957 


MUSIC TO YOUR EARS 


...IN THE RING OF YOUR CASH REGISTER 
Herschede’s smaller, electric Westminster Chime Clocks 



















will sing a merry song to the accompaniment of your 
cash register when your customers see and hear them. 


Traditional in design . . . compact in size... exciting 
in price... these Herschede electric clocks provide the 
answer for those who want the finest. 


And only in these three clocks can you find chimes 
amplified electronically to provide 


the resonance andtone you'd expect 





in much larger clocks. 


No. H-854. Space is no problem with this 
exquisitely made beauty. It has an ivory dial, 
spun brass center, black hands and numerals 
and gold sweep second hand in a mahogany 
case. 6%" high. 6%" wide. Retail $39.95, 
List $47.90 


No. H-852. The appearance of any man- 
tel, desk or table will be enhanced by the 
graceful lines of this traditional model. 
Black numerals and hands on a silver dial 
with gold sweep second hand, mahogany 
case. 6%” high, 11%” wide. Retail 
$39.95, List $47.90 
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a price basis, the jeweler will be glad not to be 
faced with this sort of competition. 


STRONTIUM TITANATE, or Fabulite, is a man- 
made chemical compound, with exact percentages 
of strontium, titanium and oxygen, just as if it 
were a mineral. When they are combined in just 
the right amounts, their powder can be melted into 
a clear and practically colorless mass, though this 
takes an extremely high temperature. For this 
end, the Verneuil burner, invented by a French 
chemist who found that he could not otherwise 
satisfactorily melt a powder of rubies or sap- 
phires, was found to be required. 

Experts of the National Lead Co. surmounted 
again all of the original difficulties that Verneuil 
encountered so many years ago, with fluctuating 
temperatures, impurities, strains and sudden cool- 
ing. This time the difficulties were magnified 
manyfold because of the larger number of ele- 
ments and greater difficulty in fusion. After many 
trials and discouragements, with strains that shat- 
tered the boules and impurities that discolored 
them, fairly small, but fairly colorless, boules were 
at last produced. 

Earlier work with simple titanium oxide fusion, 
to make titania boules, was the essential ground- 
work, but the new material was certainly a great 
advance over that early stage. 
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For a better appreciation of Fabulite, we 
should first briefly review its predecessor, titania. 
As a jewelry stone which has not yet been widely 
accepted, titania proved to have many desirable 
qualities, particularly in the colored varieties. It 
has great fire (dispersion) and great brilliance 
(from its clarity and high refractive index) after 
cutting. However, the public has long been taught 
to expect their clear and fiery gems to be com- 
pletely colorless, so, naturally, their demand was 
for a titania without the yellowish cast that now 
appears to be inevitable. Despite continued re- 
search, no one has found a method of making 
colorless titania. 

Even if it had been achieved, there would still 
be another drawback, a property whose signifi- 
cance was not appreciated fully until titania was 
marketed. Strong double refraction has proved 
to be a very serious criticism. In ordinary stones 
double refraction in place of the single refraction 
of cubically crystallized stones and non-crystal- 
line material is practically immaterial. In fact, 
gemmologists will tell you that most of the colored 
stones are doubly refracting and that the chief 
effect of the double refraction is that of providing 
a useful test for many of the gem stones, showing 
them not to be glass. 


<HE EXAGGERATED DOUBLE REFRACTION of ti- 
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write 


NEWSPAPER 
MATS 


A fine bracelet . . . an unusual watch 
attachment ... in one unique piece of 
jewelry! This colorful innovation by Ad- 
mark is getting an enthusiastic reception 
in all parts of the country! Available in 
multi-color, all black, all tiger eye, or all 
amethyst. Order now for early delivery! 






for catalog TRADE MARK REG U S. PAT. OFF. 


714 SANSOM STREET 


PHILADELPHIA 6. PA. 
CHICAGO: 10 So. Wabash Ave. 
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tania, many times that of any common jewelry 
stone, and even greater than that of sphene, the 
collectors’ titanium-bearing gem, has proved to 
be its greatest objection. Even completely clear 
stones look fuzzy and seem flawed, and the 
two sets of fiery reflections can be demonstrated 
to weaken and neutralize each other with their 
overlaps. Even from the purely commercial op- 
tical standpoint, the double refraction of titania 
has been a drawback, requiring, at the least, care- 
ful orientation before cutting, and, at the worst, 
the intervention of a sheet of Polaroid to assure 
the passage of a single ray. 


SO, WHEN EXPERIMENT PROVED that a compound 
of strontium and titanium oxide, an entirely new 
titanium compound, crystallized in the cubic sys- 
tem and therefore would be singly refracting, 
there was justification for the expense of an effort 
to make it colorless! 

Until it had been made, no one knew how it 
would crystallize, for strontium titanate is not 
a mineral; so far as we now know it does not 
exist at all in nature. The powder proved diffi- 
cult to melt into a single unstrained boule that, 
on cooling, would not shatter to bits, and then it 
was found even harder to purify all the ingredi- 
ents so that a nearly colorless boule could be made. 


eral years ago the news of this accomplishment 
leaked out, with the granting of the patent. 

Its utilization in jewelry and in optical instru- 
ments has been slowed, however, by a failure in 
appreciation of its unique character and prop- 
erties on the part of the people who should have 
been most alert to it. There are many problems 
related to its industrial utilization, not the least 
of them brought about by a lack of experience in 
lapidary techniques that are commonplace to the 
jeweler. Before it finally finds its niche in the 
instrument field, optical firms will have to be con- 
vinced that the unique refraction and dispersion, 
accompanied by a previously unknown hardness, 
inertness, and colorlessness in such material, gives 
it a potential which justifies any amount of ex- 
perimentation in the proper cutting and polishing 
techniques, a preliminary that is so simple when 
one handles the conventional glasses. 


THE QUESTION that has already been asked, Is 
Fabulite simply a white form of titania? can be 
answered with a simple “No!”, but this is prob- 
ably too brief for a public that has been condi- 
tioned to complete suspicion of all advertising 
claims by years of irresponsibility and abuse. One 
notices a syllabic similarity, and one’s eyes detect 
a resemblance in brilliance and fire; so one won- 

PLEASE TURN PAGE 
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Finally, however, success was achieved and sev- 











Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes .. . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design .. . 
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Formerly Robinson & Sverdlik 
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Over 35 Years of Service to Leading Jewelers 
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FROM PRECEDING PAGE 
ders: Can the difference be no greater than that 
between proprietary headache remedies? So our 
simple answer must be explained in more detail. 
Yes, of course there is a common element in 
both, and in this way they are related, just the 
way topaz and emerald are related, or peridot 
and zircon, with the same elements in each, like 
silicon and oxygen. Titantium is the common ele- 
ment between titania and strontium titanate 
(Fabulite). The effect of titanium on its com- 
pounds is one of imparting strong dispersion and 
high refractive index. Lead has the same effect 
on its compounds, but it also softens them so that 
no lead minerals or compounds have any potential 
in jewelry. Titanium compounds (and titanium 
is one of the new “wonder metals’), on the con- 
trary, are, as a rule, relatively hard, and therefore 
they are suitable for such use. Consequently, it 
is easy to see that the two titanium-bearing sub- 
stances, while different from each other in several 
ways, must still have certain similarities. It is the 
differences we want to emphasize. 


CHEMICALLY, TITANIA is a different substance. 
As we have said, Fabulite is strontium titanate. 
This means that it is a combination of strontium 
with titanium and oxygen. (Strontium is the ele- 


ment that makes “red fire.”) The combination 
crystallizes in the cubic system and, consequently, 
is singly refracting. Like titania, it comes in 
black boule from the Verneuil burner, but after 
some hours of annealing in an atmosphere of 
oxygen, the boules become white or practically 
colorless (when the surface skin is removed). 
Boules that are acceptable for cutting into Fabu- 
lite gem stones must be completely clear and flaw- 
less (and not all of them, by any means, are 
acceptable; even the scientific world has not yet 
reached perfection, que lastima!) 


THE REFRACTIVE INDEX of Fabulite is 2.41. This 
means that very brilliant gem stones will result 
from the proper faceting of clear and colorless 
material. The dispersion is very strong, consider- 
ably stronger than that of any traditional gem- 
stone, though lower than that of titania. The 
hardness is about 6, not as high as would be de- 
sirable but as high as a number of other stones 
which have long found acceptance in jewelry. 
There is no reason why it should not prove satis- 
factory if wearers are cautioned to observe a 
modicum of intelligence in the wearing of it. No 
stone, no matter how hard, can stand infinite 
abuse; jewelers and their customers alike appear 
to have assumed that the hardest substance in the 
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A COMPLETE SELECTION OF 


FINE QUREQLE WATCHES 


AVAILABLE AT 
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No matter what you do... 


YOU'LL WIND UP “AHEAD” with AUREOLE 


ee, Me ee 


SELL TWO FOR ONE... 


UREOL 





SINCE 1868 


Here is a brand new idea for 
increased sales in your Watch 


Department. Aureole presents the 


“TWO FOR ONE” package. 


A new box which enables 
you to deliver every Aureole 
with a leather strap and an 
expansion band for the one price. 


Get Aureoles with two watchbands 
(leather & expansion) 


or furnish an expansion 


bracelet from your stock. 
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580 FIFTH AVENUE, NEW YORK 36, N. Y. 
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world is also the most indestructible. It’s easy 
to find out this is erroneous, but to mistreat dia- 
monds can be expensive! 


THE DISTRIBUTOR OF FABULITE has prepared a 
leaflet which answers most of the questions that 
will be asked, obtainable on request. The mate- 
rial, as brilliant, emerald-cut and heart-shaped 
stones, is being released rather slowly to jewelers 
and manufacturers, and then only after the na- 
ture of the material has been thoroughly explained 
and the buyer has attained an appreciation of 
the unique properties made available in jewelry 
stones for the first time in history. Having already 
outdone Nature in most fields, man has now come 
up with a chemical compound that far outshines 
all of Nature’s chemical compounds, the minerals. 


WITH THIS THOUGHT we return to our original 
unsolved quandary. What shall we term a man- 
made gem stone that neither reproduces nor simu- 
lates any known natural substance, a compound 
that may, or may not, someday be found in Na- 
ture? To the jeweler, the traditional “synthetic” 
was the Verneuil reproduction of ruby and sap- 
phire; and familiarity bred the usual contempt. 
Even this usage of “synthetic’”’ was not in accord 
with other usages, such as synthetic fibers and 


synthetic drugs. (These are not reproductions of 
natural fibers or plant drugs; they are wholly 
different from wool or silk or cotton, or bella- 
donna and aconite. They are merely fibrous, and 
in most respects much better than any natural 
fiber; or more effective than any of the plant 
drugs.) We no longer try just to make things 
cheaper than Nature, we now try to improve on 
Nature. Often our products cost much more than 
things we get from natural sources, yet we are 
happy to pay for them. 

The jeweler long ago made the mistake of con- 
sidering the word “synthetic” a synonym for 
something that is cheap and an imitation, and he 
regards such stones as something that he doesn’t 
display with much pride, just something to sell 
for a price. He doesn’t feel that the word syn- 
thetic has any more promotional merit than “sim- 
ulated” or “imitation.” This was the case, but in 
the last few years, man-made stones have attained 
degrees of ostentation, like automobiles. 

A public that at the age of 12 has no trouble 
instantly identifying Plymouths that look as long 
as Cadillacs should be able to learn the difference 
between the inexpensive, mass-produced, but time- 
honored red and blue and white jewelry stones 
and the new, limited-supply, custom-class, expen- 
Sive gem stones. 
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: created by Church... 
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4709 14K yellow 
gold..bracelet with 
cultured pearls. 









14K yellow 
gold brucelet with 
cultured pearls and 
turquoise. 


4863 |4K yellow 
gold bracelet with 
cultured pearls and 
yellow gold beads. 


CHURCH & COMPANY Manufacturing Jewelers, 2 Garden Street, Newark 5, N. J 
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Mfd.by ARCH CROWN TAGS, INC. 
277 Halsey St, Newark 2, WJ 

COLLEGE RING BUSINESS? 
No investment... no 
stock to carry .. . loads 
of profit for you. And 
with College Seal’s wing- 
speed delivery service you 
build more business by 
giving your customers 
what they want prac- 
tically overnight! Rings 
available for ANY ac- 
credited 4 year college in 
the U. S. A. No invest- 
ment to start cashing in 
en this bigger-than-ever 


college ring business... 
here’s how... 
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Yours with our compliments .. . 


Our brand new Special College Ring catalog just off 
the press ... packed with profit pulling ideas. Send 
for your complimentary copy which you can show to 
students and alumni... plus ... free sample eye- 
catching counter ep aie Send your request to the 
address below . . 


Order One Ring or a Dozen! 
No minimum quantity! No die charge! 


















ATTENTION NEW ENGLAND JEWELERS 
CATALOG of 68 New England College Rings 
now available. Write for yours. Dept. J-557 


Send for special High School Ring booklet, 
selling information and price list. 


Also available—14K Cold College Seal Charms 


COLLEGE SEAL & CREST COMPANY 


MASS 











236 BROADWAY, CAMBRIDGE 39 







































LETTERS... 


SAVING POSTAGE: We recently received the follow- 
ing letter from one of our suppliers: 

“Thank you for your letter regarding our ship- 
ment of three charm bracelets. They were shipped 
in two boxes, two pieces in one box and one piece 
in another box. We do this because it saves you 
about 20¢ in postage, due to a third class rate for 
8 oz. in weight and under.” 

Here, in my estimation, is one company that 
shows a little concern for the retailers. 

According to our experience, and probably 
hundreds of other jewelers can say the same, 
manufacturers and jobbers send out packages 
which will not be advantageous to the recipient. 
They put a sign out for the expressman to pick up 
a package from in front of their establishment, 
and the charges will be three and four times more 
over a period of years than parcel post rates. 

The retailer will be paying excess charges. 
Express does not necessarily expedite the sending 
of the package. 

ABE L. KING 
MIAMI BEACH, FLA. KING’S JEWELERS 


PURPOSE: After reading too much about promo- 
tions, it was good to see “Love That Customer” 
by Mary Zook in your January issue. It told about 
Louis Jagielky and the high regard and friendly 
concern he holds for each person he contacts, 
whether employee or customer. 

It is always refreshing to find people who 
realize that we are first of all children of God and 
we are in business simply to make a living. 


COLUMBUS, OHIO LUCILLE GRUMLEY 
GRUMLEY JEWELERS 






PERCENTAGES: Thank you for the survey of re- 
tail jewelers’ sales for 1956. It is very informa- 
tive and shows a couple of departments where we 
are weak. We shall try to do something about 
them. 
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Eric’s pictures local brides of the month in its 
windows, together with current table-top fashions. 
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Our percentage in china and glass is consid- 
erably higher than the average and maybe the 
enclosed picture is a partial explanation of it. 


BECKLEY, W. VA. ERIC ROSENBAUM 


¢ © We drew our best conclusions from question 
5 on your survey form: What percentage of busi- 
ness is done each month. These figures were a 
revelation to me. 

After checking them, I looked back for the past 
five years and found that although our dollar fig- 
ures were different our percentage figures were 
almost identical. As a corollary, we checked our 
sales figures against our purchase figures and 
were almost thunderstruck. 

Naturally, in our business it is not possible to 
buy only what you need when you need it. 

However, we found that in the months of March, 
April and May, when each year we do about 12 
per cent of our business, we have been doing 30 
per cent of our year’s purchases. Certainly, we 
have made some wonderful buys, but can this 
possibly offset the tie-up of cash and merchandise 
until these wonderful buys are turned into cash? 


BRIDGEPORT, CONN. EMIL SUNDHEIMER, JR. 
FAIRFIELD JEWELRY & APPLIANCES, INC. 


WHOLESALERS: Page 158 of your April issue says 
that “‘to protect both the manufacturer and whole- 
saler, visiting buyers at the United Jewelry Show 
in Providence will be screened to eliminate un- 
qualified wholesale buyers.” 

What do they mean by “unqualified buyers?” 

Does that mean wholesalers who don’t pay their 
bills? 

Does that mean wholesale-retail houses? 

Does that mean retail stores who are forming 
cooperative buying plans? 

Does that mean discount houses? 

I can’t see where the manufacturers can be so 
choosey, particularly when the majority of them 
have not been able to protect and uphold their 
products. Or would you call that statement “un- 
qualified” just window dressing? 

Money talks in any language and I’m sure that 
any “‘schnook”’ with money will be able to buy. 

To make it short, what do they mean by “qual- 
ified buyers” and “unqualified buyers” ? 


BROOKLYN, N. Y. LESTER L. ROBERTS 
R. & R. JEWELRY CORP. 


Manager Charles C. Bulkley says that the United 
Jewelry Show (Sheraton Biltmore Hotel, Provi- 
dence, R. I., May 4-13) strives te restrict buyers 
to legitimate jobbers and wholesalers.—Editor. 
In writing to the editors, address JEWEYERS’ CIRCULAR- 


KEYSTONE, Dept. E, Chestnut and 56th Sts., Philadelphia 
39, Pa. 
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GRADUATION CHARMS 


vy Fisher 


Here is a beautiful line of charms and brooches 
for your spring school sales. Use Fisher's vast 
charm line for all occasions. 

Why not have the best? They cost no more. 


Order now through your wholesaler 


Catalog on request 


J. M. FISHER CO. ° Attleboro, Mass. 

















GRAFF WASHBOURNE & DUNN 


INTRODUCES ... 


@ THE "EXECUTIVE" 
@ STERLING, PAPERWEIGHT, LIGHTER 





@ 3" x 3" Base 
@ $26.00 Retail 


@ Evans Lighter Unit 


CATALOG SENT ON REQUEST 


GRAFF WASHBOURNE & DUNN 


158 W. Forest Ave., Englewood, N. J. 




























































CASH for Your 


Surplus Silver 


We will pay cash for any of your sterling patterns 
—any quantity, large or small — active, inactive, 
obsolete, new or used. 


We are particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive and 
obsolete flatwore, either new or used. 


Send shipment for immedicte offer. Our check 
covering payment in full mailed same day. Silver 
will be held intact awaiting your acceptance or 
rejection. 


We are also interested in cooperating with jewel- 


ers who receive calls for older sterling patterns thot 
are no longer available. 


Reference: Jeweler’s Board of Trade or 
Dun and Bradstreet 


Jalias Goodman 


& Son 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS. TENNESSEE 
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ve your CDroduel 
“the Prestige of 
Steel Shelled Noble Packaging” 









Write for 
Particulars 


Courtesy 
Hearing Aid Division 
Zenith Radio Corp. 


F. H. NOBLE & COMPANY 


Manufacturers Since 1876 
" eee om 559 WEST 59th STREET 
ranc aies ice 
$4 White St. New York CHICAGO 21, ILLINOIS 
WAlker 5-2036 or 5-2037 WeEntworth 6-0131 








They're. New . 





A new tape recorder by Bell & Howell Co., 
7100 McCormick Rd., Chicago. Two speeds 
plus fast forward and rewind. Push-button 
controls. Streamlined case with perforated 
stee] frame. Suggested list price $189.50. 





This 8-day wall clock comes from the Phin- 
ney-Walker division of Semca Co., 30 Irving 
Place, New York. Gilt-color frame. Deep-set 
figures silhouetted with pointed hour indica- 
tors. Two-tone hands. $19.95. 





Stock broker set by Anson. Cuff links fea- 
ture symbolic bull and bear; the tie clip, a 
section of the ticket tape with authentic read- 
ings. Three-piece set for $6 plus tax. Links 
only, $3.50; tie clip only, $2.50. 
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Yours to Profit By 





For the proud parents comes this Carr 
Craft birth-record photo frame. In brushed- 
gold color or silver finish to retail for $5.95, 
or in sterling for $18. By M. W. Carr & Co., 
Inc., West Somerville, Mass. 





















One of Jacoby-Bender’s new concepts in 
watch-band design for Spring, 1957. The 
“Regimental” is available in yellow gold-filled 
for $8.95 FTI. Its stainless-steel counterpart 
retails for $6.95 FTI. 






























14-K gold bracelet charm watch features a 
zodiac motif in relief. From Chesterfield 
Jewelers, Inc., 33 W. 46th St., New York. The 
bracelet alone will retail for $48; the charm 
watch will retail for $85. 
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E24 moves 
merchandise by 
moving people 


People in your neighborhood respond to LIFE each 
week. In an average community LIFE reaches 3 out of 5 
households in 13 weeks. People respond enthusiastically to 
LIFE’s great stories, pictures and to ads for jewelry prod- 
ucts. They prefer LIFE-advertised brands, and buy more 
readily wherever they see the “ Advertised-in-LIFE” symbol. 


Capitalize on LIFE’s power to move merchandise in your 
neighborhood, by emphasizing LIFE-advertised brands 


throughout your store. 


These are some of the best-selling jewelry items advertised in LIFE: 


Ansco—May 20—page, color 

Argus Cameras— May 1|3—page, c. 

Artcarved Diamond Rings— 
May 27—\4 page 

Bell and Howell Cameras & 
Projectors— May 6—page, color 

Bell and Howell Cameras & 
Projectors—May 27—'4 page 

Burroughs Adding Machines— 
May 27—\4 page 

DeBeers Diamond Promotion— 
May 27—page, color 

Eastman Kodak Color Snaps— 
May |3—page, color 

Eastman Kodak Verichrome— 
May 20—page, color 

Eastman Kodak Color Slides— 
May 27—page, color 

Enicar Watches—May 6—'\% page 

Eberhard Faber Pencil Company 
—May 13—page, color 

Esterbrook Pen— May |3—page, c. 

Faber Pen Company— May-6— 
4 page 

Fosta-Grant Sunglasses— May 20 
4 page 

General Electric Co.—radio 
receivers—May 6—page, color 

Gold Filled Manufacturing Asso- 
ciation— May 13—, page, color 

Helbros Watches— May 6—-'4 page 

Incabloc Watch Shock Absorbers— 
May 13—% page 

International Silver Co.—1847 
Rogers Bros.— May | 3—page, c. 

international Silver Co.—Holmes & 
Edwards—May 20—2nd cover, c. 

International Silver Co. —Sterling 
Division—May 27—page, color 

Keepsake Diamond Rings— 
May 6—}4 page 

Keepsake Diamond Rings— 
May 20—\,4 page 

Longines-Wittnauer Watches— 
May 6—page 

Longines-Wittnauer Watches— 
May 13—¥4 page 

Longines-Wittnauer Watches— 
May 20—page 

Melmac Dinnerware— May 13— 
page, color facing 4% page 

Mido Watch Company of America 
—May 13—}4 page 

Norcross Greeting Cards— May 6— 
page, color 


Norelco Shavers— May 6—page 

Parker Pens—May 20—)4 page 

Parker Pens—May 27—page, color 

Poole Silver Company— May 20— 
28 lines 

Polaroid Cameras—May 6—page 

Polaroid Cameras—May 20—pg., c. 

Polaroid Cameras—May 27—page 

Princess Gardner Wallets & Billfolds 
—May 6—page, color 

Princess Gardner Wallets & Billfolds 
— May 27—page, color 

Radio Corporation of America— 
Victrola Division— May 6— page, 
color and 4 page 

Remington Electric Shavers— 
May 6—page, color 

Remington Typewriters—May 20— 
page, color 

Remington Electric Shavers— 
May 27—page, color 

Revere Camera Company— May 6— 
ly page, color 

Rolls Razor—May 13—28 lines 

Ronson Table Lighters—May 6— 


page 

Ronson Pocket Lighters— May 27 
—page, color 

Royal Typewriters— May 6—page, c. 

Schick Electric Shavers—Varsity Ad 
—May 6—spread, color 

Schick Electric Shavers—Varsity Ad 
—May 13—page, color 

Schick Electric Shavers—Varsity Ad 
—May 27—page, color 

Scripto Pens and Pencils—May 20— 
spread, color 

Sheaffer Pen Co.— May 20—page, c. 

Shwayder Streamlite Luggage— 
May |3—page, color 

Skyway Luggage— May 13—\% page 

Smith-Corona Portable Typewriters 
—May 6—page, color 

Sylvania Electric Products—Argus 
Photo Lamp Division— May 6— 
Y, page 

Sylvania Electric Products—Radio 
and TV—May 13—page 

Trifari Jewelry—May 6—page, c. 

Underwood Typewriters— May 6— 
spread, color 

Waltham Watch Co.—May 20— 
Y2 page 

Westclox—May |3—page 

Zippo Lighters— May 6—page 


Audience source: A Study of the Household Accumulative Audience of LIFE. 


people respond to LIFE 
































SOLO ONLY THROUGH AUTHORIZED DEALERS 


RLEN 


THE WORLD'S LARGEST AND FINEST 


SELECTION OF TROPHIES 
AND AWARDS 


e “FURNITURE FINISH” WALNUT WOODS 
e GENUINE PEDRARA ONYX 
e NEW ECONOMICAL LINE OF “OSCARS” 
e “EBONY-WHITE” WOOD BASES 
e NEW LINE OF CAST METAL BASES 
BEAUTIFULLY FINISHED 
e NEW FIGURES ARE CONSTANTLY 
BEING ADDED T0 OUR LINE 


Send for 6 free copies of our 
68 page General catalog. 


Enquire about our special 
Binder illustrating our “Long 


Discount" trophies. 


ARLEN TROPHY CO. wwe 


s 
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SO GOLD STREET - BROOKLYN | 
























What are you worrying about... 
It’s a Flex-Let Band! Ain’t it? 














They're New... ‘They're 








The “Volkshaver.” Gyroscopic moter acti- 
vated by pulling cord. Blades spin to 10,000 
| rpm. No electricity. One-year guarantee. In 
| travel case. Dist. by Lido Import Co., 42 9th 
St., Long Island City, N. Y. $19.95. 





New Focus DeLuxe in stainless steel from 
Sweden, with black nylon handles, designed 
by Folke-Arstrom; 5-piece setting, $19.50 re- 
tail. From Gense Import, Ltd., and Gense of 
the West, Ltd. 





Built-in wall clock by the Howard Miller 
Clock Co., Zeeland, Mich. In black, aluminum 
or brass. Unit is fastened into wall opening 
and concealed by a center disk 5 in. in diam- 
eter. Electric or 8-day wind. 


THE JEWELERS’ CIRCULAR-KEYSTONE 







Yours to Profit By 


Two versions of the new “Cynthia” pattern 
of sterling introduced by Samuel Kirk & Son, 
Baltimore—one flowered, the other plain. Both 
are said to represent the preferences of college 
coeds and brides-to-be. 


Here is another Westminster Chime clock 
from Herschede Clock Co., Cincinnati. The 
chimes are amplified electronically to give the 
tone quality of larger clocks. Brass-and-ivory 
face. To retail for $39.95. 


One of the new “‘Martha Washington” series 
of Bulova ladies’ watches being advertised on 
the Bulova TV and radio programs. 21 jewels. 
In white plastic box with blue velvet cushion. 
Priced from $39.75 to $85. 
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Sextant 


© 


For all his skills and know-how, the 
master mariner still relies on his 
familiar sextant to establish his 
position—to check and double- 
check the data he must have to 


plot his future course and speed. 
© 


In much the same manner, the suc- 
cessful businessman turns to the 
advertising and editorial pages 
of his favorite trade magazine for 
the news and facts he must have 
to determine just where he stands 
within his chosen field—for the in- 
formation and help so necessary 
to him in planning and insuring 


his future. 


Since 1869, jewelers everywhere 
have placed their confidence in 
Jewelers’ Circular-Keystone and 
have expressed their appreciation 
for the editorial excellence and 
advertising quality they have 
found in its pages. The jewelers’ 
confidence has been well placed, 
for Jewelers’ Circular-Keystone is 
more than ever before dedicated 
to serving the $1.5 billion jewelry 


industry. 


JEWELERS 
CIRCULAR-KEY STONE 





















Introducing: 
“Rena’.....a New Concept in Design 
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Featuring 
DIAGONAL DISPLAY 
another first 

presented by Rocket 


"RENA” (No. 118) .. . suitable for one or two rings .. . 
a distinctive package as well as an attractive display. 
"RENA" will definitely enhance your finer jewelry, 
Available in White, Blue, Grey, Ivory and Black Shell— 
lined with the finest grade petal velvet pads in Blue, 
Grey, Aqua, White, Red, Champagne, 

individually packed Price $12.50 per dozen 


A veket leveat a0 In 


125 £. 144th ST., NEW YORK 51, 














JMS Jewelry Manufacturing Co. 


256 LIBERTY. STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturers of. Quality Earrings 








TO MAKE 
SALES FOR YOU 












They're New .. . They're 





This necklace of 14K yellow gold is set with 
cabochon jade and is finished with a heart- 
shaped drop of cabochon jade; it may be re- 
tailed for $140. Created by Art-Craft Jewelry 
Co., New York. 





In the form of a leaf, this 14-K yellow-gold, 
hand-chased brooch has for its center a 10-pt. 
diamond. From Lester & Company, 75 Austin 
Street, Newark 5, N. J. The brooch should re- 
tail for $90. 





This “Colony” table lighter in copper finish 
has a colonial design and handle. “Posilite” 
action—lights every time. Also available in 
pewter-like finish. Ronson Corp., 31 Fulton St., 
Newark. For $18.50. 
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Yours to Profit By 





A new series of pastel fresh-water pearl 
jewelry for accelerated spring and summer 
selling from Jewels by Bogoff, 31 S. Franklin 
St., Chicago. A wide range of new designs in 
rhinestone jewelry is also offered. 





Identification scarab bracelet by Admark, 
714 Sansom St., Philadelphia. Features Euro- 
pean stones in colorful assortment. 1/20 12K 
yellow or white gold-filled. For $11 keystone. 
Circular on request. 





This man’s watch, the “Atlas,” is produced 
by the Zodiac Watch Agency, 15 W. 44th St., 
New York. Ultra thin; black or silver dial. 
With matching bracelet and 17-jewel move- 
ment. Models to retail from $79.50. 
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Build Added Profits with 
Personalized BABY CHARMS 


by Disher 


Baby charms for mothers and grandmothers 
can help you increase your business. Delicately 
designed and styled in Sterling or 14 kt. Gold. 
Place your order now with your wholesaler for 
Fisher’s baby charm assortment. 


Catalog on request 
J. M. FISHER CO. + Attleboro, Mass. 


MIKIMOTO 


PEARL CROWN 












1957 GIFT TO NATIONAL CHERRY BLOSSOM FEST 
VAL COMMITTEE. WASHINGTON. D. C_ FOR AN 
NitE- Van 10)’ 1.11, CMe) Malla 1 ban: heltie),. melllss. 


K. MIKIMOTO & CO. LTD. 
2 WEST 16th ST... N. ¥. ©. 36. N. WY. 
JUDSON 6 6992-3 











They're New... They're 













SIMPLE 





EFFICIENT 


INDISPENSABLE 





: This is “Carillon,” a new pattern in sterling- 
The "BEE DEL" Multipurpose Ring Clamp silver flatware by Lunt Silversmiths, Green- 
field, Mass. 4-piece basic setting for $27 plus 
tax. Other place pieces, serving pieces and 


Created to meet a definite need. specialties. Widely advertised. 


Sold through jobbers. Write for near- 
est dealer. 


BELOVED RINGS INC. | 
221 Kasota Bidg. | 


Minneapolis 1, Minnesota 























Latest addition to “Far East” line of ster- 
ling hollowware by Reed & Barton, Taunton, 
Mass., is this new bowl. Motif of embossed 
Chinese chrysanthemums. 8% in. diameter, 
4% in. high. To retail for $47.50. 






FAVRE-LEUBA’S 

Double - Barrelled Sag 7 Zam > ESER. oN 
Program is acclaimed ec) Kathy Darwin} 
Everywhere... it offers Steady PRAIA Fon 7 ens | 


; yu YX ya | 
Profits, Increased Prestige, De e7) fo) Zr Le & 
Protection from Unworthy <A pi 













Watch Competition 










\ 


FAVRE-LEUBA 


Watch and Chronometer Co.. Inc 


| AS Models Retail from $71.50 up 





From Wayne Silversmiths, Inc., 546 S. 
Broadway, Yonkers, N. Y., comes this Angel 
or Devil medal. Available in one-inch diam- 
eter in sterling or gold-filled for $5. Also in 
14-K gold for $20 keystone. 













665 FIFTH AVENUE, NEW YORK 22. N. Y 
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Yours to Profit By 





Hamilton’s “Culver” has a rectangular dial 
framed by a narrow curved bezel. Tapered end 
pieces. Lines radiate from center to markers. 
10-K yellow gold-filled. With strap, $85; with 
expansion bracelet, $95 FTI. 





A new version of the Duet Double Feature 
watchband by the Kreisler Mfg. Corp. of 
North Bergen, N. J. Faceted onyx inserts in 
tailored frames. In yellow gold filled or stain- 
less, with straight or curved ends. 





“Varsity” shaver by Schick is specially de- 
signed for young men. Gold-and-silver-toned 
crest on both sides. In blue, red, green or 
charcoal. With Scotch plaid carrying pouch. 
The Varsity retails for $17.50. 
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A personalized lifetime remembrance 


STERLING CIGARETTE BOX 


Never-to-be-forgotten gift for the groom, the presi- 
dent of your club, the retiring executive, the tourna- 
ment winner — and for a thousand other apprectia- 
tions and occasions. 


IN 6 SIZES 
#1—4” long, 3%” wide, 1'2” high $29.50 PR gS 
#2—6%" long, 3%” wide, 1%" high $42.50 (2 Ere, 
#3—4”" long, 3%” wide, 2%" high $38.50 include tax. 
44—6%4" long, 3%” wide, 2%” high $52.50 Prices subject 
#5—8%" long, 3%” wide, 12” high $59.00 ‘ochonge 
#6—8'%” long, 3%" wide, 2%" high $75.00 
Newspaper mat of this advertisement 1s available. Your 
newspaper will add store signature and facsimile engrav- 
ing charge to copy above. Use it to bring profitable gift 
business to your store. We can provide engraving service. 


Write for catalog of complete Smith & Smith line. 


NORTH ATTLEBORO 


smith G smith MASSACHUSETTS 






































For memorable occasions ... 


“ORIENTA” Cultured Pearls 


You can give a pearl at a time with our 
“START-HER-NECKLACE” GIFT PLAN 


Write for Illustrated Folder 


LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 
































RUNNING A 
SUCCESSFUL 


SALE 
IS AN 


by Manny 


ae 


ART 


Silverman 


DON’T BE IN SUCH A HURRY 
TO CREATE PROHIBITIVE AND 
DISCRIMINATORY AUCTION LAWS 


You May Be Hurting Yourself! 


This is the fourth time now! That a quality jeweler who wanted 
to go out of business and realized that the best way was an 
auction, couldn't run a sale because he himself was respon- 
sible for having an unfair and unconstitutional ordinance 
regarding auction sales, passed in his town! 


Case One: 


Case Two: 


This man was the top jeweler in his town. He was 
also the president of his state jewelry association. 
He passed away and left a widow and a daughter. 
They tried for a while to operate, but had to 
close up. They were offered 60¢ on the dollar IF 
AN AUCTION could be run and 40¢ on the 
dollar if the merchandise had to be removed 
from the premises. We were consulted and 
advised an auction on our regular commission 
basis. In order to be able to run an Auction in 
this 50 year old store—the widow was forced to 
spend over $3,000 to fight city hall and have this 
unfair ordinance declared unconstitutional! We 
conducted our auction and she realized about 
90¢ on the dollar after all expenses including our 
commission. This made a difference to her of 


about $20,000! 


This man wanted to retire. His was the best and 
oldest store in town. Some years ago he was in- 
strumental in having a really ridiculous auction 
ordinance passed in his town. He himself wrote 
the ordinance. It was so completely unfair and 
biased, that it was impossible to comply with. 
When he decided to have us conduct an auction 
for him, he found that he couldn't obtain a permit, 
He was forced to sell at a tremendous loss. 


Now, | have no quarrel with an Auction ordinance 
designed to keep out itinerant vendors and the so-called 
fringe area grind auctions. But, all too often the well 
established old line jeweler will find himself out on a 
limb and considered the same as an itinerant vendor, 
even though he has been established for 50 years! 


MORAL! 


DON'T BE IN SUCH A HURRY TO PASS PRO- 


HIBITIVE AUCTION ORDINANCES IN YOUR TOWN, YOU 
MAY BE HURTING YOURSELF! 


WRITE! WIRE! CALL! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Ave., New York City 
Telephone: Plaza 7-4693 



































PRICE TAGS (from page 68) 


to keep up the production of attractive tags as 
fast as they are needed. The outfit is always ready 
for instantaneous use and can be in operation in 
a matter of seconds whenever there is a lull in 
the day’s business. 


THE MOST VALUABLE PART of the home-made 
tags is, Mr. Knower believes, the individual sales 
messages he can imprint to go with any piece. 
Messages are always to the point. When time pay- 
ment will be the issue, he writes, “You make the 
terms.” To encourage customers who are irritated 
by the usual delays and personal inquiries in- 
volved in establishing credit, he says, “Credit in 
seconds.” The personalized messages are espe- 
cially useful for gift items—‘“Ideal gift for 
Mother,” or “Son away? He’ll like this gift!” 

It is the upper half of the shield-shaped tay 
that accommodates the printing. The lower half 
is usually left biank and is inserted into the box 
containing the diamond or other piece. In this 
way, the tag, while containing all desirable infor- 
mation, is kept small enough not to distract at- 
tention from the merchandise displayed. 

The lettering set used by Mr. Knower is known 
as the Leroy. It is manufactured by Keuffel & 
Esser Co., Hoboken, N. J., and is sold through 
distributors throughout the country. 





What’s in a name? 
Much in this case! 


Capitalizing on his own name with a clever 
twist in advertising has paid off well for Neisen 
R. Bank, jeweler of Salt Lake City. 

The store marquee features a broad triangular 
neon sign with his name at the top. Below, in 
smaller neon letters, is the invitation: Open a 
Credit Bank Account. 

The words invariably stop passers-by, who 
pause to read them twice. Whether they see the 
play on words or merely wonder what a credit 
bank account is, they often come in to inquire. 
Then Mr. Bank explains that there are three banks 
in that section of the city, two commercial banks 
—and Bank Jeweler. 


The trick wording, according to Mr. Bank, has 
produced a lot of charge accounts with customers 
who never before paid in any way but cash. 
“There are many people living around here,” he 
says, “who have highly seasonal incomes and nor- 
mally don’t try to set up charge accounts because 
of the variation in payment ability. By working 
out individual plans, we constantly make lig- 
ticket sales that otherwise would be impossible.” 
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*Registered Trade Mark of N 
for its Automatic Electric Heat pew “4 











Bigger Sales Tickets 
Due to “Family” Idea, 
Says Los Angeles 
Dealer 


LOS ANGELES, CAL. “The 
Presto Control] Master mul- 
tiple-sales feature worked 
particularly well for us,’ 

comes the report from Barker 
Bros., Los Angeles. “‘As an 
illustration, a V.1.P. living in 
a cottage at one of the famous 
Southern California hotels 
phoned us after seeing our ad 
in the Los Angeles papers 
and ordered four of the items 
and a Control Master. We 
had many instances of this 
nature, which meant bigger 
sales tickets, due to the idea 
of a family of appliances 
operating with one control.” 





LINDEN, N. J. Control- 
Master Appliances occupy a 
prominent spot at Koenig 


Hardware, Linden, New Jer- 
sey, as shown above. Mr. 
William Schneider of Koenig 
says: “I haven’t seen another 
appliance become so popular 
in so short a time as the 
Presto Fry Pan. I say this with 
all honesty, as I have been in 
the Hardware and Appliance 
business 30 years...It’s the 
easiest sale to make.”’ 
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EXTRA 


Bigger-than-Ever 
Ad Campaign in 4 
Colors Set for 1957 


Color spreads, color pages, 
even half pages in full 
color will sell Control 
Master appliances in 
major magazines including 
Saturday Evening Post, 
Better Homes & Gardens, 
McCall’s, Good house- 
keeping, Ladies’ Home 
Journal, House Beautiful 
and Brides’. Black & 
white magazine and na- 
tional newspaper ads will 
also appear regularly. 
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"We Experienced Many Multiple 
Sales,’’ says Florida Chain Buyer 


MIAMI, FLORIDA. Mr. 
Melville L. Rosenstein of 
Jefferson Stores, Miami, 
Florida, says: “Our sales of 
the Presto Control Master 
line have far exceeded our ex- 
pectations...It is our belief 
that the product answered the 
demand for a completely sub- 
mersible appliance and that 
the national advertising of the 
Presto Company was most 
effective. One of the major 
advantages of selling this line 
is that we experienced many 
multiple sales wherein the cus- 
tomer bought two or more of 
the Presto products, thus in- 





creasing Our average sale. We 
feel that once the customer 
has bought one or more of 
the Presto products, she will 
be in the market in the near 
future for additional items to 
be used with the Control 
Master.” 





"Presto Customers 
Can't Be Switched,’’ 
Appliance Man Says 


RENTON, WASH. Mr. 
Chuck Bell, manager of 
Franks TV & Appliance, 
Renton, says: ““The new Con- 
trol Master by Presto really 
makes it difficult to sell other 
items of the same uses. Sold 
out 5 times and tried nu- 
merous times to convert to 
other items, but the majority 
of the people wouldn’t con- 
vert. Said they would wait 
for the Presto items. I feel 
that with the anticipated new 
items, advertising and the in- 
triguing idea of the remova- 
ble control that the majority 
of the dealers will do even a 
better job next year and in the 
years to follow.” 


esto Industries, Inc., 


ONE $695} CONTROL MASTER* 
RUNS 6 SUBMERSIBLE APPLIANCES! 

















Prices slightly higher in Canada, 


t Manufacturer's recommended retail or Fair Trade price. Fed. tax incl. 





National Presto Industries, Inc., Eau Claire, Wisconsin 


ail Appliances 
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MOTHER’S DAY—A flowery May basket is the focal point displaying jewelry gifts. 





Almost any sort of decorative basket could be used, suspended from the window ceil- 
ing with ribbon streamers so that it seems to spill its cargo of flowers, gift boxes 
and jewelry over the window floor. Basket could be painted white or a pastel color 
with contrasting dainty colors in ribbons and artificial flowers. Frames with inter- 
laced ribbon stretched and tacked across the opening can be used on either side for 
additional jewelry pieces. Circular elevations fill the center space. A copy ribbon 
extends from the basket across the window. 





Three B 






® A JEWELER HAS A UNIQUE ADVANTAGE in his pro- 
motions of family gifts. A gift of jewelry is an 
enduring memento of the occasion and the giver. 
This idea is one which the jeweler should con- 
stantly emphasize in his window displays and 
other promotions. Mother’s Day in May and 
Father’s Day and Graduations in June offer 
splendid opportunities for making use of this pro- 
motion fact. Don’t overlook them! 

Your window copy can tell the story in many 
ways. Don’t hesitate to let a bit of sentiment find 
its way in. Such occasions as these can make the 
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ig D ays by VIRGINIA DIXON 






most sophisticated soften up, and some encourage- 
ment in that direction may well be appreciated! 

The selection of merchandise for such displays 
as these is of the utmost importance. The dis- 
play should show thoughtfulness on the part of 
the merchant. The idea is not alone to give a 
gift of jewelry, but to give something that will be 
sincerely and heartily appreciated . . . and such 
gifts are not chosen without thoughtful considera- 
tion. Your display should be designed to answer 
the problem of the purchaser with a gift problem 
on his mind. 
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GRADUATION DAY— Photographs can 
be used with this display. They could 
be anonymous portraits of graduates- 
to-be, but it might be more interest- 
ing and more sales stimulating to in- 
vite a group of local graduates to 
come in the store and vote on the 
graduation gift they would most like 
to receive. Then the display set-up 
would include their pictures and the 
items of merchandise which they se- 
lected. Merchandise is arranged on a 
peg-board background panel and on 
step elevations. Diplomas tied with 
colored ribbons further carry out the 
graduation theme. A promotion and 
publicity scheme such as this gives 
your window display greatly added 
value and interest. 














FATHER’S DAY—A playing-card theme is used for this window. Photographs of various types of men 
are blown up to poster size and mounted to look like the four kings of the playing card deck. Fabric- 
covered ramps extend from the pictures to the window floor and carry selections of Father’s Day 
gifts. The copy theme might be “Don’t make Dad King for Just a Day... . Give him a gift that 
will give him enduring pleasure. . . . Give him a gift of Jewelry.” Cutouts of playing-card insignia 
can be scattered across the window background . .. the color scheme red and black against a white 
background. Your local photographer should be able to supply some photo portraits on which he has 
releases and in return for a courtesy card might be willing to do them at cost! If photographs or 
photostats are difficult or too expensive, maybe a local artist could do some caricature posters which 
would serve the purpose. 
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THE STORY of BRITISH HALLMARKS 





Here’s lively information you can use in talking 
to women’s clubs or over the radio. It’s part of 
the glamorous tradition of the silversmith’s art. 
(Condensed from an address by Francis J. Coote.) 


® THE EMBOSSED MARKS found on all sterling 
articles from Britain have official authority and 
historic meaning which may not be generally 
understood. 

We know that as early as 1180 the goldsmiths 
and silversmiths of London were banded together 
in a sort of guild. To circumvent dishonest deal- 
ings by some members of the crafts in 1300, 
Edward I enacted that no article of gold or silver 
be sold in his domain without having first been 
tested by the “Guardians of the Crafts.” If the 
metal was of the required high standard, it was to 
be struck with a Leopard’s Head, a device taken 
from the royal coat of arms. Thus more than 650 
years ago was introduced what we now know 
as the Hallmark. 

In 1327 Edward II] granted a royal charter 
to these Guardians of the Craft, who became 
known as the Worshipful Company of Goldsmiths 
of the City of London. This guild has been re- 
sponsible for hallmarking in London ever since. 


THE PALATIAL GOLDSMITHS HALL, still standing 
in the heart of the old City of London within the 
shadow of St. Paul’s, overlooks a square mile 
of war devastation. Appearing outwardly un- 
harmed, it suffered severe damage internally, but 
is now happily restored to its former glory. 

There have been four such Halls on this site 
in Foster Lane since the first was built in 1340, 
and around this area the goldsmiths have lived 
and worked. 
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London Coronation Year Hallmark, 1953 


The Worshipful Company is not commercial in 
any way but is solely devoted to the development 
and welfare of the craft and its members. It pro- 
motes education and scholarship in design and 
workmanship, arranges lectures and exhibitions, 
administers pensions and trusts, and maintains 
relationship with employee associations and trade 
unions. 


THE ORIGIN OF THE WORD HALLMARK goes back 
to 1340 when the first Hall was built and the 
goldsmiths were required to bring their wares to 
receive the mark of the Hall—the “Hall mark.” 
More than six hundred years ago was introduced 
a word of which the London goldsmiths are proud 
—a word signifying a very high standard both in 
the precious metals and in the personal character 
of the maker. 

The duties of hallmarking are performed by six 
authorized Assay Offices in the United Kingdom. 
They are established in London, Birmingham, 
Sheffield and Chester in England, and in Edin- 
burgh and Glasgow in Scotland. 

A complete Hallmark series today consists of 
four marks, the design of each one being em- 
bossed on a sunk groundwork. These marks are 
the Town Mark, the Maker’s Mark, the Date Mark 
and the Standard or Sterling Mark. 


THE TOWN MARK. The Leopard’s Head, begun 
by Edward I’s statute, became the Town Mark for 
London. So if you have a piece of English Hall- 
marked sterling containing the Leopard’s Head, 
you will know it has been tested and marked in 
London. 

The other Town Marks are that of Edinburgh, 
consisting of a castle with three towers; that of 
Glasgow, consisting of tree, bird, bell and fish 

PLEASE TURN TO PAGE 112 
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Jeature the tomplete Line of 


TOASTMASIER 
APPLIANCES 


es 
and trade up to increased Profits 


® Automatic and Powermatic Toasters *® Automatic Fry Pans 
® Automatic Steam and Dry Irons °® Automatic Grill and Waffle Baker 














Toastmaster offers you the only complete line of Automatic and Powermatic 
toasters—five models—from 1-slice to 3-slice. Priced from $15.95 to $39.50. 


When you put extra salesmanship into your selling and trade up your sale to 
one of the higher ticket items in the Toastmaster line, you earn extra dollars. 


As the ticket goes up, the dollar profit goes up. 


We are putting the respected Toastmaster name on new automatic appliances 
— two beautiful fry pans — steam and dry irons — and two waffle bakers and grills. 
There will be more. And they will be built to the same high standards of quality 
manufacture and design as Toastmaster toasters. 


Trade up and earn more dollars. Make every Toastmaster sale give you the 


: 


maximum return. 


TOASTMASTER mat. foto 


Toastmaster Toasters Toastmaster Fry Pans Toastmaster Irons Toastmaster Grill and Waffle Baker 
5 Models 2 sizes: 11” and 12” 2 Models: Steam & Dry, and Dry also Waffle Baker Model 









= 


Example: Trade up from 1B14 Toaster at $18.95 to 1B21 at $19.95 and you add an extra 82¢ profit. 
Trade up to 1B16 at $28.50 and earn an extra prokt of $4.40; trade up to 1C4 at $39.50 and earn 
$8.47 more! Trade up on Fry Pans from 11" to 12”; on Irons from Dry Iron 

to Steam and Dry; on Waffle Baker to Grill and Waffle Baker. It pays! 























““*TOASTMASTER™ is a registered trademark of McGraw-Edison Company, Elgin, Ill., and Oakville, Ont. ©1957 
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This ts “Pay Dirt” For You! 


Look at the manufacturer who for the first time sent us a lot of 


HANDY & HARMAN 7 


floor sweeps. It was processed in the usual manner. The value 


recovered by Handy & Harman was $143.00 more than he had 


received from similar sweeps sent to other refiners. Handy & 
: HANDY & HARMAN 


Harman recovers all there is to recover and pays vou in full value 
ins del 82 Fulton St., New York 38, New York 


a — " Se > : iil al dia! . . Los Angeles 63 — 3625 Medford Street 
Turn refining problems into PROFITS. There are six HANnpy & Chicago 22 — 1800 West Kinzie Street 


Bridgeport 1 
Providence 3 — 425 Richmond Street 


ever you are. Send your refinings to HANpy & HARMAN and see Toronto, Concda — 141 John Street 


how much they are really worth. 


HarMaN refining collection plants to serve you conveniently wher- 
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Right 
K-nglish bone china is printed in two 


“Strawberry Hill” pattern in 


tones of pink, two tones of green, with 
gold line; 5-pe. setting, $15.95 retail. 
From Josiah Wedgwood & Sons, Inc., N. Y. 


Far right—This footed bowl and tall, taper- 
ing candlesticks are part of group 

of accessories in new black and gold 
design, retailing from $1.98 to $25. 

From Israel Creations, Inc., New York. 


Right—Dolphin-footed shell in pure 

white Spede bone china trimmed with gold 
may be retailed for $14.50. It is one of 

a group of 19 china items added to New 


York stock by Copeland & Thompson, Inc. 


Far right—Among additions to “American” 


glassware line is this 8-piece decanter 
set with square decanter and tray and 6 
glasses; set may be retailed at $12.95. 


By Fostoria Glass Co., Moundsville, W. Va. 


Right—Traditionally modern in feeling 
is this new “Forest” design in sterling 
silver deposit, done on line of glass 
plates, dishes, bowls and compotes. By 
Silver City Glass Co., Meriden, Conn. 


Far right—Casserole in Viking porcelain 
ovenware from Denmark is decorated with 
“Blue Lightning” pattern. May retail for 
$14. Part of new line being distributed 
by A. J. Van Dugteren & Sons, New York. 


Table top fashions .. . 















































































RS EVERY WHERE... 


000,000,000 setting! 


AT JEWELRY GO 


the “pearl” in the 


No wonder jewelers prize 
Miss.¥eung America: she’s 
a pearl of.a sales prospect, 
a gem of a customer — 
appraised (for herself alone) 
at $4,000,000,000 a year! 


8,500,000 young women 
under 20 are out spending 
right now. They buy big, 
they buy fast, they buy often. 


(They have to. Keeping up 
with Fashion is not just a 
matter of preference to them 
—it’s actually the Teen-Age » 
W ay of Life.) . 
That means they need, want, ~ 
and buy in quantity: ear- 
rings, bracelets, watches, 
pins, rings, necklaces — 
everything you stock, every- 
thing that spells Fashion. 


And Fashion—for this entire 
generation of girls—is what 
SEVENTEEN says it is! 


Every third girl in your trad- 
ing area reads every single 
issue of SEVENTEEN—lives by 
SEVENTEEN—buys (first and fF 
foremost )by SEVENTEEN: the SSP eereeneeneeneememneen 
one magazine that influ- ‘ 
ences this vital jewelry 
market and its money! 





DON'T FORGET SEVENTEEN’S 2 BIG 
BACK-TO-SCHOOL ISSUES: 

CLOSING DATES: AUG. 4-COL., 5/20; 
AUG. 2-COL., 5/5; AUG. B&W, 6/10; 
SEPT. 4-COL., 6/20; SEPT. 2-COL., 7/5; 
SEPT. B&W, 7/10. NO PLATES REQUIRED. 






she buys rom. (OM 


488 Madison ivaninh, New York 22, N. Y. 
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Right—New “Lyric” design in English 
bone china has border done in subtle 
gray and turquoise, finished with plati- 
num line; 5-pe. setting, $19.95 retail. 
From Doulton & Co., Inc., New York. 


Far right—‘‘Real Old Willow” pattern in 
Booth’s English dinnerware is done in 
Salopian flow blue on the “Majestic” 
shape; 5-pc. setting retails at $8.55. 
From Geo. Borgfeldt Corp., New York. 


Right—Exquisitely simple lines char- 
acterize this new “Continental” bowl and 
candlesticks in sterling silver; bowl, 

$160 retail, sticks $70 a pair, T.l. From 
International Silver Co., Meriden, Conn. 


Far right—Pink flowers and gray leaves 
make up “Flame Lily” design on new Care- 
free china. Ovenproof, guaranteed for one 
year. 5-pe. setting retails for $6.95. 

By Syracuse China Corp., Syracuse, N. Y. 


Right—*Chalet”—coupe shape in new 
solid color of mountain blue is bordered 
with raised design of airy pink and blue 
flowers; 5-pce. setting, $23.95 retail. 
Created by Lenox, Inc., Trenton, N. J. 


Far right—New “Greta” pattern in stem- 
ware by Orrefors, in Sweden, has uncut 
stem with teardrop in base; goblets and 
champagnes may retail at $2.10 each. 


From Fisher, Bruce & Co., Philadelphia. 
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PUTS FOU '™ He PROrriaAsoLle 
BRIDAL GIFT MARKET 


Send this coupon 


Robert C. Myers, Director 
Market Develicpment Division _ Your free 
United States Steel 


Pittsburgh 30, Pa. 
Please send me the free “Operation yyy 
Shower” Promotion Kit. 


ee huer 


ADDRESS 











seine ie Promotion Kit 











you name the 


products and brands 


“Operation Shower” is out to help you sell 
steel gifts for the bride: housewares, traffic 
appliances, decorative items, stainless flat- 
ware, 'T'V sets; anything made with steel makes 
an appropriate shower or wedding gift. There 
are no brand restrictions. It’s your promotion! 


You get free 
display material 


and selling ideas 


U. S. Steel has prepared an “Operation 
Shower” Promotion Kit, complete with mer- 
chandising tags, banners, a colorful poster, 
merchandising plans, display ideas, sample 
newspaper ads, radio scripts, reproduction art 
of the promotion symbol and slogan for ad- 
vertising use. 


You can make 
your store a 
Bridal Gift Center 


“Operation Shower’’ will help you get a bigger 
share of the bridal gift market. In both national 
and local advertising, U. S. Steel will promote 
the selling soe “Shower the bride with 
Lifetime Gifts . 


. Give her gifts of steel.” 





tising and displays will bring 
the family and friends of the bride to ee : 


a ist os = 
Cea. me + * A ee 
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It’s your promotion... 





You get lots of 
advertising support 


1500 hometown newspapers will carry 
“Shower” ads in June to support your local 
promotion. 

4 TV commercials on the U. S. Steel Hour, 
June 5 and 19, will help sell gifts of steel. 

A 4-color spread in the July issue of Vogue 
magazine will establish the steel shower as 
being smart, fashionable. 

An 8-page pull-out ad in the April issue of 
Forecast for Home Economists will reach the 
50,556 instructors who are training today’s 
and tomorrow’s homemakers. 


Shower 
the bride 





Give her gifts of steel 


You can boost your 


sales of steel gifts 


“Operation Shower” is setting the stage for 
steel gift sales. Now it’s up to you to bring 
customers into your store. You can do it with 
advertising in local newspapers, on radio and 
television, and through direct mail. You can 
attract attention to your part in the promotion 
with store and window displays. 




































3 


a, 
rs 
ie SRO ae 

a” 


“ADARE”—brilliant cutting in heavy Waterford lead crys- 
tal from Ireland is done in complete stemware (also line 
of drink accessories). 

Approximate retail prices: 
Goblet $60.00 doz. 


Saucer Champagne. 57.00 
Claret 51.00 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 
Los Angeles, Calif. 


Cordial 4 


44 York St. 
Toronto, Ont., nada 








Port Wine or Sherry $45.00 doz. 
2.00 * 

















Spode 


DINNERWARE 


Primula Bowl K. 189 
Retail price: 


12 inch— —— Cucumber Tray 


$12.00 “Ameer” K. 94 
(151% inches long) 
Retail price: $5.40 


‘ > 


In addition to the world famous Spode 
dinnerware in Earthenware and Bohe China, 
Spode also makes an extensive line of 
“Fancies” and other gift or traffic items. For 
information, call at the showroom or write to 


Wholesale Distributors 
Copeland & Thompson, Inc. 
206 Fifth Avenue, New York 10, N. Y. 











China 
Glass & 
Giftwares 


by MADELINE LOVE 


ingly popular month for weddings which it 
used to be, it still leads the parade and the 
term “June wedding’ seems to be surrounded 
with more glamour than the other months possess. 

But there is more to it than just glamour. Be- 
cause June was for so many years the ultra- 
favorite time for weddings, there are vast num- 
bers of women who celebrate their anniversaries 
then. We hesitate to call it a “back-log” of po- 
tential business in fine china and glass, but we 
will, anyway! Here are many thousands of for- 
mer June brides who may or may not have received 
the style of tableware they wanted at the time of 
their weddings, and who are now in a financial 
position to buy it for themselves. Or women 
whose wedding-gift china and glass has, through 
the years, been broken or otherwise ill-used. Or 
women who just are ready to replace their old 
tableware for something new. 

Whatever their reasons, this group represents 
an important segment of the high-quality china 
and glassware market. And it is too often over- 
looked by stores who concentrate on today’s 
brides. These girls, who are just establishing their 
homes, must be spotlighted by the jewelry store, 
of course. But when their mothers and their 
mothers’ friends come to pick out wedding gifts, 
it might be profitable to recognize their own ta- 
bleware needs—or wishes. No woman is ever 
beyond the age of interest in fine wares for her 
table. She may need just a bit of nudging by the 
retailers to awaken her desire to buy something. 
for herself, too. 


De THOUGH June is no longer the outstand- 


pes this month, showrooms will be opened 
on the twelfth floor of 225 Fifth Avenue, 
New York, by the newly-created firm of Dorothy 
C. Thorpe Creations, Inc., of which Arthur M. 
Miller is president. Mr. Miller has for the past 
10 years operated his leased departments of fine 
tableware in Meacham’s specialty shop in Fort 
Worth, Tex., and in addition to his new connec- 
tion he will retain these departments, with James 
R. Sanders as general manager. Mrs. Thorpe, 
creator of high-fashioned tableware, plans to go 
into the import fields, designing her own exclu- 
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HIS TABLE SETTING, using the Chinese lacquer 

red, gold and white service made by Josiah 
Spode for the Prince of Wales who later became 
George IV, was part of the exhibit of Spode china 
and earthenware staged by Tiffany & Co., New 
York, in March. Flat silver and silver appoint- 
ments in keeping with the 18th Century feeling 
of the china design and Hawkes’ “Mallory Water- 
ford” stemware completed the setting. 


HORTLY AFTER the close of the Spode exhibit, 
Tiffany’s opened another special china dis- 
play, this time, Royal Crown Derby. Both antique 
and modern designs were included in the showing, 
among the exhibit being parts of services ordered 
by royalty since 1750. Displayed, too, were pieces 
in the “Imari” style, with its combination of co- 
balt blue, Chinese red, and burnished gold, which 
has been a Crown Derby specialty during most of 
the factory’s long history. Tiffany’s have been 
carrying Royal Derby china for 75 years, and the 
exhibit was timed to coincide with this anniver- 
sary. 


MONROE FISHER, president of Fisher, Bruce 

e & Co., Philadelphia import house, and Mrs. 
Fisher left by air March 21 for a visit to the Vista 
Alegre china factory in Portugal and factories in 
Italy, Germany and England represented here by 
his firm. This trip follows a visit made to Swedish 
factories this spring by Mr. Fisher’s assistant, 


Lewis Woodland. 
PLEASE TURN PAGE 
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sive ideas for manufacture in Europe and the 
Orient. Her domestic and imported creations 
will both be warehoused in New York to be 
shipped from that point to all eastern customers. 








FRANCONIA CHINA 


One of Europe's Finest 





“BIRCH BLOSSOM" 


The ages-old Oriental tradition in the blending of nature and art is adapted 
to pure white, translucent porcelain in a contemporary coupe shape . 
banded with Platinum. Subtle shades of green are blended with pale yellow 
to create a pattern of graceful beauty and unique versatility with both 
traditional and modern settings. 5-pc. Place Setting with !0'/."' dinner plate: 
$8.95 Retail (Slightly higher South and West). 


© INQUIRE about our illustrated 16-page booklet, “‘The Romance of Fine 
China,” available for point-of-sale distribution. 


HERMAN C. KUPPER, INC. 


39-41 West 23rd St. 
New York 10, N. Y. 

















FOLDING 
GIFTWARE BOXES 





in your choice of 
smart patterns 


© ‘Tremendous space saver: (shipped flat). 
* Require no outer wrapping | 

* Sturdy construction (double walls) 

* Over 100 sizes available for immediate delivery 
© Low prices plus 10% and 5% special discounts 
* Special freight allowances 

° No charge for imprinting your name 


Fling jew bts (packed wih cate) or now, 
available in 10 popular sizes. 


Of course, you may have our 
latent steatalon: — write for it; 


225 FIFTH AVE., SUITE 1229 K, NEW YORK 10, N.Y 
America’s Outstanding Manufacturer of 
Folding Giftware Boxes 








































HESE GRACEFUL double vases were designed by 

Ingebord Lundin, of Orrefors glass, Sweden, 
and were part of the exhibit which opened March 
27 at Georg Jensen, Inc., New York, including the 
work of 12 Scandanavian designers. All of the 
creations on display, including ‘glass, porcelain, 
silver, stainless steel, furniture, enamels, wood, 
ceramics, textiles, and jewelry, were pieces which 
had been awarded the Frederik Lunning prize 


during the past six years. This award of $5,000 
is shared each year between two recipients, the 
winners selected by a committee made up of two 
members from each of the four Scandinavian 
countries. This year’s prize was given to Timo 
Sarpaneva, of Finland, for his glass, and to 
Nanna and Jorgen Ditzel for jewelry, furniture, 
textiles and enamel-on-iron cooking ware. The 
exhibit closed April 13. 


fgg C. HECKLER has been appointed sales rep- 
resentative in the Southwest by the Syracuse 
China Corp., of Syracuse, N. Y., carrying both 
the Syracuse and the new Carefree lines of din- 
nerware. Mr. Heckler served as assistant china 
and glass buyer for Sanger Bros., Dallas, for four 


years. 
PLEASE TURN TO PAGE I110 
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BEAU MING . . « Sheer simplicity — 


with an oriental flavor 2 


to bring enchantment to your table. 
An entirely new line of hostess accessories 


designed by Frederic Buehner. 





#6013 4-Piece After Dinner COFFEE SET 
6 cup capacity 
Tray 9° Dia..Ebony Formica insert 
Retail $17.50 for set 


¢ All items packed in reshipper. 
Minimum order $25.00 


76000 

BUFFET SERVER 
with Warmer 
Retail $12.50 
Capacity 2/2 ats. 


326001 

Same as Above 
Retail $10.00 
Capacity 12 ats. 





BUEHNER-WANNER, INC., 66 Fort Point Street, East Norwalk, Conn. 


Breslaver-Underberg Inc. Bolender and Company The Grant-Jacoby Company 
1551 Merchandise Mart 527 West Seventh Street 
los Angeles 14, California 


225 Fifth Avenue 
New York 10, New York Chicago 54, Illinois 
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Miller Bros. Limited 
‘32 Front Street West 
Toronto 1, Canada 


Harlan P. Saubert Stanley F. Radke & Assoc. 
‘9809 Angora P."O. Box 4518 
Dallas, Texas Fort Lauderdale, Florida 


THE JEWELERS’ CIRCULAR-KEYSTONE 





\ 


Werling p 


\R 
WA 


AN ZL 


EVERY SALE 


The new, modern “Forest’’ pattern is avaiiable in 
non-tarnish sterling on over 125 different pieces of 
beautiful crystal—one or a group to satisfy every price 
and style conscious customer. And Silver City’s 50 year 
tradition of quality is your assurance of the lasting 
satisfaction that makes repeat sales. 

Write for literature on the many styles and patterns of 
sterling silver or 22 carat gold on crystal. 





SILVER CITY GLASS CO., INC., MERIDEN, CONN. 
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HE WORCESTER ROYAL PORCELAIN CO., INC., New 

York, has appointed Glenn M. Mahler as its 
sales representative in the Midwest. Mr. Mahler 
was formerly with the Ralph P. Higgins Co., of 
Chicago. He will sell both Worcester china and 
Stuart crystal in Illinois, Indiana, Michigan, Ohio 
and Wisconsin. 











pe THE SECOND successive year, a stemware 
design by the Seneca Glass Co. (“Symphony,”’ 
shown above) won first-place plaque in the Fine 
Tableware Design contest being conducted an- 
nually by B. Altman, New York. Second place 
was won by the Duncan & Miller Div. of the 
United States Glass Co., while in china dinner- 
ware, first and second place placques were won by 
The Flintridge China Co. and the Syracuse China 


Corp. Delicacy of line and decoration marked 
both stemware designs, while the china patterns 
both followed through on the interest in the blue- 
green family of colors. 


— SILVER CITY GLASS Co., of Meriden, Conn., 
is observing its 50th anniversary this year. 
In celebration, a new silver deposit design has 
been introduced, backed with national advertis- 
ing, full color literature, and newspaper mats 
available to the retailer. 


— MACKEY, JR., formerly sales manager 
of the Paden City Pottery Co., has been 
named sales representative for Royal Jackson 
china, Val St. Lambert crystal, and the Vogue 
Ceramic Co. lines. He will cover Michigan, Ohio, 
Western Pennsylvania, Kentucky, and West Vir- 
ginia, a territory formerly held by Fernand Des- 
maison who has been made assistant sales man- 
ager. 


A J. VAN DUGTEREN & SONS, INC., held a press 
e party in mid-March at their New York 
showrooms to introduce the line of “‘Viking”’ heat- 
proof ware from Denmark which the firm is now 
distributing. Designed for either open-flame or 
oven cooking is a group of items including skillets, 
sauce pans, casseroles, plain or patterned, with 
dinnerware to match, all in translucent porcelain. 








a 


The incomparable << 
distinction of : 
Danish porcelain... 


in dinnerware by 








— 





» 
Cornflower White (also available in blue 


Falling Leaves 
Five-piece place settings: $18.00 


B | \ ¢ & ¢ R 0 \ D A H L mi-lalemmel-lelelg-ha-1e MU lalel-1 ae -41-P4—man 10am onl -We e-Lal-t it lol -lales 


bare ar-laemeleleh an aat-) an el-t-)0)-1-) @nanl-Mhalal-t-1-1- Me) me e- | aal-to mm BY-lall-j aime d-bae-janl-taP x Reliable in-stock service! 


‘<7 
D. STANLEY CORCORAN, Inc. 
7 W. 30th St., New York 1, N.Y. 


ive American Representative for Bing & Grondahl Porcelain 





* Prompt shipment! 
aan) Fol ol- Tod dale Mme) mmet- Tu d-lel-Melal- Tue l-e 
an 101 @b/moluchih apie) um 2e)t Ee 
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HERE IS HOW AND WHY: 


1. Patterns representing the best in Swedish design range 
from half to full lead content. 


2. Prices range from $1.25 to $7 retail per glass. 


3. Gense’s famous delivery service lets you sell from a small 
stock yet still take care of your orders promptly and in 
full. 


4. Gense’s packing charge arrangement will please you. It 
is the fairest in the trade. 
WRITE TODAY FOR FULL DETAILS 


*Larger stores not exclusively pre-occupied with promotion 
goods will also like the Gense plan for Boda crystal. 


sin 








MAJESTIC 








Also a conservative selection of 
Boda crystal accessories, includ- 
ing mixers, decanters, shakers, 
bowls, pitchers, vases and other 
decorative pieces. 
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Gense presents 
SWEDISH LEAD CRYSTAL 


» Gypde. 


styled, priced and merchandised to 
meet the needs of the independent retailer* 








AGNET 





Not every pattern shown is carried by both 
distributors, and some patterns not shown are 
also available — please write your distributor 
for catalog and prices. 


East of the Mississippi West of the Mississippi 
Gense Import, Ltd. Gense of the West, Ltd. 
Branchville, N. J. 1685 Broadway 


N.Y. Rm. 911, 23 £. 26th st. Redwood City, Calif. 


also distributors of Gense Stainless Steel and 
Klafrestrom Cook-Serv-Ware from Sweden 


























ERITISH HALLMARKS (from page 98) 


with ring—the arms of the city; that of Sheffield, 
a crown for silver and a rose for gold; and that 
of Birmingham, an anchor. 


THE MAKER’S MARK. For the second time in 
his reign Edward III did something for the good 
of the craft. In 1363 he enacted that every gold- 
smith should have his own mark, so that the 
craftsman himself would be responsible for the 
quality of the precious metal used in his work. 
Early examples were devices taken from the 
signs of local inns—an animal, bird or fish. Three 
centuries later this system was dropped, and ever 
since, the initials of the first and last names of the 
goldsmith have been used to constitute the 
Maker’s Mark. 


THE DATE MARK. This has consisted of a letter of 
the alphabet ever since it was introduced by 
Edward IV in 1478. Use is made of only 20 letters 
from A through U, omitting the letter S. To ob- 
tain variation for each cycle, various styles of 
lettering are employed, such as Lombardic, Roman 
and Old English, and each style can be in capitals 
or lower case lettering. 

Though the type of lettering may have to be 





IOMICAL BOXING 


% Noxurioor: look’’ in folding boxes 
. and there is a 
wodiey folding boxes 


j ait 
Lindley . gift 3 yboxes aré! 


sturdy. ropgse is a 


necked | i 
Eee uvil-out use 
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BOX & PAPER 


1737 W. 2nd St. 
Marion, Indiana 


A DIVISION OF MORRIS PAPER MILLS 
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repeated about once every century, the mark itself 
can be varied by altering the shape of the sur- 
rounding border. For example, London’s present 
shape is a square with the corners knocked off. 
This method of date lettering definitely estab- 
lishes the year in which a piece was marked. 


THE STANDARD OR STERLING MARK. This was 
introduced in 1544. Henry VIII was the reigning 
monarch and for monetary reasons ordered the 
silver coinage to be debased from 92.5 per cent 
pure silver to as low as 30 per cent. In order to 
restore confidence in the quality of silver articles 
and prevent the melting of coin of the realm, the 
wardens introduced the Lion Passant (walking 
lion) as the sterling mark of England. The mark 
adopted for Glasgow was a thistle and a lion 
rampant, and for Edinburgh a thistle alone. 

We now have covered the four marks usually 
found on British sterling silver. 


SPECIAL HALLMARKS. In 1697, William of 
Orange, aware that coinage was being melted 
down, because stocks of silver had run low during 
the civil wars, ordered that the sterling quality 
be raised to nearly 96% of fine silver in the alloy. 
The figure of Brittania was used to designate 
this quality, which became known as Brittania 
silver. It had to be abandoned after a few years 
because it was too soft for normal purposes, and 
the original standards were restored. “Brittania 
silver” is, however, occasionally used today for 
deep bowls and other pieces which have to be 
hand wrought and require soft metal which 
hardens under hammering. 

In 1784 an excise or customs duty was imposed 
on sterling and gold articles and, to indicate that 
the duty had been paid, the reigning monarch’s 
head was struck on the piece. This duty was 
abolished in 1890, so there are only four monarchs 
whose heads appeared as hallmarks, namely, 
George III, George IV, William IV and Victoria. 

There were special marks struck for other oc- 
casions. On the 25th anniversary of the accession 
of King George V and Queen Mary, their joint 
heads appeared on the mark. And to commemo- 
rate the coronation of Queen Elizabeth II, Her 
Majesty authorized the use of a voluntary mark 
on gold and silver representing the crowned head 
of the Queen. 


THE WARDENS of the Worshipful Goldsmiths 
Company gladly accept responsibility for hall- 
marking, knowing that they are performing a real 
service in protecting the public against unfair 
dealing. They make no profit, and any deficits in 
running their office are met out of the private in- 
come of the guild. Their motto is “Justitia Vir- 
tutum Regina”—Justice the Queen of Virtues. 
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THESE FINE STORES* GIFT WRAP WITH 


) 


the glamorous “Magic Bow” Ribbon 


P. A. Bergner & Co. Peoria, IIlinois 

W. R. Carither’s Santa Rosa, Napa, Petaluma & Vallejo, California 
Donaldson’s Minneapolis, Minnesota 

Emporium St. Paul, Minnesota 

John Gerber Co. Memphis, Tennessee 

Harris Co. San Bernardino, California 

S. H. Heironimus Roanoke, Virginia 

Higbee Co. Cleveland, Ohio 

Hinshaw’s Arcadia & Whittier, California 

The J. L. Hudson Company Detroit, Michigan 

Lansburgh’s Washington, D. C. 

McKelvey’s Youngstown, Ohio 

Powers Dry Goods Co. Minneapolis, Minnesota 

The Sample Shop Buffalo, New York 

Schneider’s Mens and Boys Store San Mateo & Redwood City, California 
Sears-Roebuck Richmond, Virginia 

Selber Brothers Shreveport, Louisiana 

Sibley, Lindsay & Curr Co. Rochester, New York 

White House £! Paso, Texas 

C. K. Whitner Co. Reading, Pennsylvania 


Younkers Des Moines, lowa 


*Just a very few of the fine stores that gift wrap with 
SASHEEN and DECORETTE® Brand Ribbons . . . sel] 
them by the roll, too . . . are listed here. (A complete 
list would practically be a directory of key retailers 
across the country.) Thousands of knowledgeable 
retailers use Sasheen and Decorette because they are 


' ... lustrous ribbon that . : a 
the ribbons especially designed for glamorous gift 


ties the “Magic Bow”. 
wrapping . . . and because they tie the one and only 


“Magic Bow” that makes gift packages “almost too 
pretty to open’. These stores do it quickly and eco- 


' ... lovely, lacy 
companion to SASHEEN. 


m= tell you more about Sasheen and the S-10? Please write! 


enOeUcts o, 


£ 
ch )} MINNESOTA MINING AND MANUFACTURING COMPANY, St. Paul 6, Minnesota. “Magic Bow” and method of making patented U.S. Pat. No. RE23835. ©3M Co. 


*"eseanc™ 


FOR MAy, 1957 113 





Briefly 






























NEXT STEP IN MERGING ANRJA AND NJA is in hands of members of the two associations. 
Directors of both groups hope members will lose no time in signing and re- 
turning proxies, so that necessary two-thirds approval will be assured before 
Special meetings in June. Retail Jewelers of America, Inc., has been estab- 
lished in New York to consolidate the two present organizations. 


PLANS FOR NOVEMBER LAUNCHING OF 1957 “OPERATION CHERUB" are under way. The Jewelry 
Industry Council campaign for combating Christmas gift-market com- 
petition will receive national advertising coverage in Look magazine. 
Retailer tie-in promotions include "gift" corsages, Look store-name listing, 
china cherubs and window display cards. 


PROPOSED INCREASES IN POST EXCHANGE JEWELRY OPERATIONS have been modified. 
Both ANRJA-NJA spokesman Bernard N. Burnstine and the mil- 
itary made concessions for new price limits on typewriters, cuff 
links, flatware, rings, watch straps, appliances, radios, cameras and silver. 


LONG=-DISCUSSED TRADE PRACTICE RULES for the jewelry industry may be ready July l. 
FTC commissioners are now studying recommended changes, additions and 
deletions to the rules proposed at the March 15 hearing in New York. 


THE AMERICAN GEM SOCIETY VOTED UNANIMOUS SUPPORT of the proposed compulsory 
trademarking for jewelers’ merchandise which bears a quality mark. 
Trademarks may be required in the FIC's soon=-to=-be-published 

jewelry industry trade practice rules. 


CONGRESS HAS TURNED THUMBS DOWN on all plans to cut taxes this year. Majorities in 
both upper and lower houses lined up with President Eisenhower's stand 
for continuing rates at existing levels to meet urgent need for revenue. 





PLANS FOR THE PERMANENT JEWELRY "SHOWCASE" at Providence are moving along. The 
center would let buyers view 175 manufacturers’ lines at one location, 
provide new product outlets, and stimulate export business. 








NATIONAL REGISTRATION OF WATCHMAKERS' SCRATCH MARKS may be coming. The United Horo- 
logical Association of America, Inc. and Civil Defense Administration officials 
hope to maintain a file of scratch marks, to help identify millions of 

Americans in event of emergency. 





COMPLAINTS BY RETAILERS OF "PREDATORY PRICE-CUTTING" in discount houses are under 
Congressional probe. A House Small Business subcommittee headed by James 
Roosevelt (D.-Cal.) is investigating possible illegal price discrimination, 
Special discounts and unfair business methods in discount house supply 
operations. 


THE "GOOD FAITH" PRINCIPLE of the fair-trade Robinson-Patman Act and other 
federal trade statutes is under question at Washington. This principle 
allows suppliers to cut prices for one customer but not for others, 

if the reduction is made "in good faith to meet the equally low price 

of a competitor." 













JEWELRY WHOLESALERS' JANUARY-FEBRUARY 1957 SALES rose 2 per cent above sales in 
January-February 1956. Their end-of-month stock inventory for February 
1957 was 5 per cent less than it was in February 1956. 
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Shaws Jewelers, Grand Rapids, Michigan, gives an over-all appearance of modern good 
looks when seen from a short distance away. Those big glass areas of Pittsburgh Polished 
Plate Glass, set in frames of Prrrco® Store Front Metal, assure the store stand-out appeal 
even on a busy street. Architects: Telchin & Campanella, New York, N. Y.; Geo B. 
Savage Associates, Grand Rapids, Michigan. 





passer-by get a good look at the store interior and the merchandise on display. The big 
display windows let the sidewalk shopper get a good view of jewelry and china on display. 


PAINTS +- GLASS + CHEMICALS «+ 
PITTSBURGH 


an oe. an i 


BRUSHES + PLASTICS + FIBER GLASS 


GLASS COMPANY 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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ACROSS THE STREET OR CLOSE AT HAND 


Cpen-Visionr Stove Front has pulling power! 








Whether your prospective shopper 
is right outside your door or across 
the street, your objective is the 
same: to attract him to your store 
and bring him inside where he'll 
become a paying customer. You can 
help to accomplish this by giving 
your store a bright, modern face... 
by adding to its attraction power 
with an eye-appealing Pittsburgh 
Open-Vision Store Front. 

Ycur store may be large or small 
—it may be located in a large city, a 
suburb or a country town. But what- 
ever its size or location, if it has a 
Pittsburgh Open-Vision Store Front, 
it's sure to catch and hold the atten- 
tion of the passer-by. People like 
stores with modern good looks, and 
they prove it by patronizing them. 

For more information on Pitts- 
burgh Store Fronts and Store Front 
Products, send in the coupon for our 
free store front booklet. There is no 


obligation. 


r---o 





Pittsburgh Plate Glass Company 
Room 7265, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pa. 


Without obligation on my part, please 
send me a FREE copy of your moderni- 
zation booklet, ‘“‘How To Give Your 
Store The Look That Sells.”’ 
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‘Pull up a chair" in cool comfort 





to the biggest tableware spread in 
the market's history! More than 

200 of the leading china, glass, 
pottery, serving accessories and 
flatware lines handsomely displayed 
to give you endless merchandising 
ideas. Many new items never 
shown before... here all under one 
roof is your finest opportunity 


to cover the market early. 


Agena/ TANNA, GLASS & TABLEWARE 37. — 
July 14-19 - Hotel New Yorker 


Directed by GEORGE F. LITTLE MANAGEMENT © 220 FIFTH AVENUE, NEW YORK 1, N. Y. 
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ANRJA and NJA Urge Their Members 
To Sign Merger Proxies by June f 


Sign your proxy and mail it 
before June 1, if you want a 
united retail jewelry industry. 

That’s what officers of the 
American National Retail Jewelers 
Association and the National 
Jewelers Association are urging 
their members these days. Two- 
thirds of the membership of each 
association must ‘endorse the 
merger and when it comes, per- 
haps before fall, there will be one 
strong new association to repre- 
sent the retail jewelry industry: 
the Retail Jewelers of America, 
Inc. 

After a meeting of its directors, 
ANRJA sent a letter on April 19 
to all members headed: “Action 
needed on enclosed proxy.” The 
proxy appoints Harry R. Gerber, 
ANRJA president, and Kenneth I. 
Van Cott and Oscar Kind, Jr., 
both ANRJA past presidents, to 
vote for the merger proceedings 
on behalf of any ANRJA member 
who cannot attend a special meet- 
ing of the association in New York 
on June 12. 

NJA’s directors met April 17 
and approved sending a _ similar 
proxy form to its members, desig- 
nating three NJA officers to ap- 
prove the merger at a special NJA 
meeting. 

Following the two special meet- 
ings, when most of the members 
are expected to be represented by 
proxies, these steps will be left: 

1. To dissolve ANRJA_ and 
transfer its assets to NJA. 

2. To merge NJA with the Re- 
tail Jewelers of America, Inc., 
which has already been chartered 
under the laws of the State of 
New York. 

3. To file a certificate of con- 
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solidation in Michigan and a 
certificate of dissolution in Illinois. 

4. To obtain a court order in 
New York, transferring all deeds 
and assets to RJA and actually 
making the merger effective. 

Philip E. Hoffman, of 50 Broad- 
way, New York, heads the co- 
ordinating committee which has 
devoted months of labor towards 
the long-sought union. After 
talking recently with the ANRJA 
and NJA directors, Hoffman made 
this encouraging statement: “We 
hope to sit down and organize 
RJA at one of this summers con- 
ventions.”’ 


UHAA Seeks Scratch Marks 
For Civil Defense Program 

Watchmakers are being invited 
to register their watch marks na- 
tionally as an aid to emergency 
identifications in civil defense. 

Orvill R. Hagans, executive sec- 
retary of the United Horological 
Association of America, Inc., said 
last month that scratch marks 
would enable the Government to 
identify three million Americans in 
event of atomic attack. 

UHAA and Civil Defense Ad- 
ministration officials have been ex- 
ploring methods for developing and 
using an enlarged file of scratch 
marks. The master file would be 
maintained in a mountain area near 
Denver. 

To get the program rolling. 
UHAA is distributing 50,000 busi- 
ness reply cards to members and 
non-members for registration of 
scratch marks of new and repaired 
watches. Members are asked to cir- 
culate the cards to non-member 
jewelers in their communities. 





EYSTONE 





According to emergency plans, 
descriptions of scratch marks on 
victims’ watches would be for- 
warded to scratch mark finders in 
Denver, who would match the 
marks with those of the jeweler 
who sold or repaired the watch. The 
jeweler would then be contacted for 
the name of the owner. 

Copies of scratch marks not eas- 
ily identifiable would be printed in 
trade publications to locate jewelers 
familiar with them. 

Watchmakers and jewelers can 
obtain cards by writing UHAA 
Scratch Marks, 1901 E. Colfax Ave., 
Denver 6, Colo. 


Crowning Glory for 
Cherry Blossom Queen 

The lucky young lady who was 
selected Queen of the National 
Cherry Blossom festival in Wash- 
ington, D. C., was really crowned 
this year. She wore on her corona- 
tion day a gold and cultured pear! 
diadem valued at $100,000. 

The expensive head piece is a 
rift to the festival committee from 
K. Mikimoto Inc., Tokyo, world 
famous originator of cultured 
pearls. 

It was designed and hand fash- 
ioned by craftsmen who once made 
up the ;eweled ornaments for the 
Imperial Household of Japan. The 
bese of the crown is 14K gold. 





REGALIA. Festival chairman E. J. 
Kelly accepte gift from Ambassador 
M. Tani and Minister K. Shimoda. 
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A three-year-old angel promises 
to play an increasingly important 
part in jewelers’ Christmas sales 
this year. 

The cherub, namesake of the 
Jewelry Industry Council program 
for combating stiffening Christ- 
mas gift-market competition, is 
being fitted with gilded wings for 
its 1957 flight. 

“Operation Cherub” is being 
designed this year to help jewel- 
ers “get more Christmas gift cus- 
tomers into their stores and get 
them first,” reports Council presi- 
dent Albert E. Haase. 

Spearhead of the scheduled No- 
vember launching of “Operation 
Cherub” will be a national adver- 
tising program in Look magazine’s 
issue dated Dec. 10, which reaches 
newsstands Nov. 26. 


New Ideas Coming 

New additions to the successful 
ingredients of the past two pro- 
motions will include a “Surprise 
from Jewelers” package—24 va- 
rieties of colorful, exclusively de- 
signed Christmas corsages for 
customers—and _ secondly, store 
name listing in Look’s “Operation 
Cherub” section. 

The corsages are packaged in 
translucent gift boxes which bear 
reproductions of the well-known 
Cherub. Each is similar to those 
retailing for more than $1. Jewel- 
ers may offer them free, or with 
any purchase above a_ stated 
amount, or in return for birthday 
or wedding anniversary mailing 
list information, Haase suggested. 

The Look store name listings 
will enable jewelers to reap the 
added prestige of national atten- 
tion. The “Operation Cherub” 
Look section will feature the Jew- 
elry Industry Council’s own red- 
robed Cherub ad, and colorful 
manufacturers’ ads, with many 
jewelry gift suggestions. 

A greatly enlarged retail news- 
paper ad mat book will be pro- 
vided jewelers. Last year, more 
than 10,000 ad mats were supplied 
free to participating jewelers and 
newspapers, a service credited by 
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Jewelry Council Plans °57 “Operation Cherub”: 
Set for November Launching in Look Magazine 


Haase for the substantial jump in 
retail jeweler “Operation Cherub” 
advertising. 

Also, an Official Operation 
Cherub Kit, including hand-dec- 
orated china cherubs, large two- 
sided cardboard cherubs, and 
cherubs on easel-backed display 
cards will be made available. 


Everything for $49.90 


The corsages, Look store name 
listing, and Official Operation Kit 
have all been combined into one 
“Jewelers Big Special Package,” 
which will be offered jewelers for 
$49.90. 

Jewelers may buy any of the 
units separately at these rates: 
48 Christmas corsages, $14.16, 
plus shipping and _ handling 
charges on orders of less than 
240; Look listing, $31; and the 
Cherub Kit, $12.50, plus shipping 
and handling. 

The “Jewelers Big Special Pack- 
age” saves purchasers 13% of in- 
dividual costs. 

The Council also plans publicity 
programs on watches, diamonds, 
silverware, men’s jewelry, wo- 
men’s jewelry, and other gifts for 
all age groups. It will help in- 
terested jewelers set up special 
newspaper Christmas gift section 
programs in local communities. 





Elgin Watch Co. Executive 
Completes 25 Years’ Service 


John M. Biggins, vice-president 
and a director of Elgin National 
Watch Co., recently completed a 
quarter-century of service. 

Biggins joined Elgin during the 
depression in 1932, and figured 
prominently in bringing the com- 
pany out of financial distress. 

He was elected vice-president and 
treasurer of Elgin in 1948, having 
served previously as secretary and 
treasurer. He was named a director 
of the company in 1950. 

Biggins is a former director of 
the Jewelers Board of Trade and 
is a past president of the Chicago 
Jewelers Association. 









Nation’s Press Greets New 
Heirloom “Flower Lane’ 


ein Allee 


Silver 











Living for Young Homemakers edi- 
tors Edith Brazwell Evans (right) 
and Gina Newman, shown with Harold 
Johnson, Oneida publicity manager, 
inspect the new pattern. 


Heirloom Sterling’s newest sil- 
ver pattern was shown to 135 
editors during a recent press con- 
ference at Goldfarb’s Florist Shop, 
280 Park Ave., New York. 

The new “Flower Lane” pattern 
by Oneida Ltd. silversmiths will 
be featured editorially by 17 wo- 
men’s national magazines in April, 
May and June issues. 

The 109- year-old silversmiths 
also introduced a new stainless 
steel line, “Oneidacraft’s Premier 
Stainless,” in the “Shoreline” pat- 
tern. 





WATERPROOF CHEESE- 

CAKE: Jacoby-Bender has gone 
and made West Coast model 
Carol Rasmussen waterproof— 
(“Miss,” that is). The unique 
title was given in connection 
with the debut of J-B’s Water- 
proof Watchbands at a recent 


_ Pacific Northwest convention in 


Seattle. The “mos’ happy fella” 


with Carol is J-B Pacific Coast 
sales representative West Bry- 
son. The two held part of the 


promotional material acclaim- 
ing the new watchbands. 
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American Gem Society Elects Gerber President: 


22nd Annual Conclave Draws Record Attendance 


Gemologists call their annual national meeting a “conclave,” but the 
name is not the only thing that makes it different from other jewelers’ 


conventions. 


The big distinction is steadfastness of purpose. Last month’s four-day 
gathering of the American Gem Society in Philadelphia had a record regis- 
tration of 293 members and guests—and, true to form, most of them 
earnestly attended most of the sessions. They heard 16 lectures about 
diamonds, pearls, colored stones and use of the “R.J.” and “C.G.” titles. 
The rest of the time they huddled, eight to a table, identifying natural, 


synthetic and imitation stones. 

G. H. Niemeyer, of Handy & 
Harman, reviewed the work of the 
Jewelers Vigilance Committee— 
which he has headed for 26 years— 
and based the balance of his re- 
marks upon JC-K’s current survey 
of retail jewelers’ sales, the first 
installment of which appeared last 
month. “One of our troubles,” he 
said, “is that we are 15 or 16 dif- 
ferent industries except at the re- 
tail level... . Other industries have 
organized and collaborated success- 
fully. Why can’t we?” 

He advised an even broader pro- 
motion than that of the Jewelry 


Industry Council on behalf of 
“things we have to sell in a jewelry 
store.” “I wonder,” he added, “if 


some of the money spent to sell pat- 
terns of sterling flatware had, over 
the years, been devoted to the idea 
of convincing the younger genera- 
tion that they should own sterling 
—whether the trade wouldn’t be 
better off than it is today.” 


More AGS Ads 

The conclave voted at its business 
sessions to double the Society’s pro- 
motional fund and its national ad- 
vertising campaigns. 


The Society elected Harry Gerber, 


Bramley’s, White Plains, N. Y., its 
new president. Lester W. Moon, 
Moon’s Jewelry, Tallahassee, Fla., 
was elected vice-president. 

The newly-elected Society secre- 
tary is Darwin Neumeister, Big- 
elow Kennard, Boston. William 
Preston, Jr., is assistant secretary. 
The 23rd conclave will be held in 
Chicago. 

Members of the Society’s Inter- 
national Committee, left to right in 
above photo, are: (top row) Orland 
O. Paddock, Mermod Jaccard King, 
St. Louis; William Preston, Jr., 
F. J. Preston & Son, Burlington, 


FOR MAY, 1957 





President Gerber & Andes Crown. 





International Committee members pose at the 22nd annual conclave. 


Vt.; Herbert Reid, Herbert C. Reid 
& Son, Bridgeport, Conn.; Harry 
Gerber, Bramley’s, White Plains, 
N. Y.; Leo Kaplan, Lazare Kaplan 
& Sons, New York; William Pres- 
ton, Sr., F. J. Preston & Son, Bur- 
lington, Vt.; Stuart Green, M. L. 
Green & Son, Mount Clemens, 
Mich.; Carleton G. Broer, Broer- 
Freeman, Toledo, Ohio; Kenneth G. 
Mappin, Mappins Ltd., Montreal, 
Quebec; Martin Stone, F. & F. 
Felger, Newark, N. J.; and Darwin 
Neumeister, Bigelow Kennard, Bos- 
ton, Mass. 

Members seated, left to right, 
are: Lester W. Moon, Moon’s Jewel- 
ry, Tallahassee, Fla.; George 
Doering, Gulliksen’s, Detroit, 
Mich.; Oscar Kind, Jr., S. Kind & 
Sons, Philadelphia, Pa.; Mary 
Franklin, Henebry’s, Fayetteville, 
N. C.; George Sloan, Sloan’s, Tulsa, 
Okla.; Tom Kavanaugh, W. C. Cor- 
nell, Newburgh, N. Y.; Stanley 
Church, Church & Co., Newark, 
N. J.; Alfred Woodill, AGS execu- 
tive director; William Baumgardt, 
Kiger & Co., Kansas City, Mo. 


Gemologists and guests at the 
conclave saw on display the famed 
Crown of the Andes, reputedly 
valued at more than $4,500,000. 

The opening reception was joint- 
ly hosted by the Philadelphia Guild 
of the American Gem Society and 
JEWELERS CIRCULAR-KEYSTONE. 


Lucien Piccard Plans 


Popular-Priced Watch Line 


A. Blumstein, president of the 
Lucien Piccard Watch Corp., New 
York, visited Switzerland last 
month to complete arrangements 
for Fall introduction of a new line 
of popular-priced watches. 

Blumstein has announced that 
for the first time the firm will offer 
men’s and ladies’ watches to retail 
from $59.50. The new, slim watches 
will feature gold-filled and 14K 
gold casings, will be waterproof and 
automatic. 

Lucien Piccard is entering the 
popular-priced watch and jewelry 
field to complement its high-styled 
lines. Blumstein said. 
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The Federal Trade Commission 
hopes to issue its long-discussed 
trade practice rules for the jewelry 
industry before July 1. 

The FTC commissioners are study- 
ing recommendations for changes, 
additions and deletions to the rules 
which were made at the March 15 
hearing in New York. 

Paul M. Cameron, Chief of Trade 
Practice Conferences, does not 
expect further formal hearings: 
groups may consult with the Com- 
mission on an individual basis, how- 
ever. 

Nor is the Commission accepting 
further written recommendations on 


the rules. Members of the trade 


Dave Kay Leads 1957 Drive 
For United Jewish Appeal 

Dave Kay of Jacoby-Bender, 
Inc., was named chairman of the 
jewelry industry’s 1957 drive for 
the United Jewish Appeal at a 
recent UJA meeting in the offices 
of the Diamond Trade Association. 

The jewelry industry’s UJA ad- 
board heard Zvi Kolitz, 
noted Israeli writer, declare that 
recent world events have made this 
vear’s UJA drive an extremely cri- 
tical one. 

“There are between 100,000 and 
150,000 Jews facing immediate dan- 
ger in Egypt, Eastern Europe, 
North Africa, and the Near and 
Middle East,” Kolitz said. UJA has 
set a goal of $100 million to be 
raised for an Emergency Rescue 
Fund for these distressed persons. 

The United Jewish Appeal of 
Greater New York is the sole fund- 
raising agency in the metropolitan 
area for six agencies conducting 
relief and rescue activities. 


visory 
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FIC Hopes to Issue Proposed Industry Trade Rules 
By July 1; Commissioners Study Recommended Changes 





had until April 5 to file written 
comment. 
The rules will take effect 30 days 


or so after final promulgation, 
Cameron said. 
Violations of the rules, which 


govern most phases of jewelry in- 
dustry in interstate commerce, will 
be reviewed by an FTC investiga- 
tions board. The Government may 
seek cease and desist orders in the 
courts. 

But policing is not the most 
important thing about the rules, 
Cameron said. They will serve as 
a useful guide for jewelers every- 
where in the conduct of their busi- 
ness—both interstate and locally. 





Of Puerto Rico Imports, 
U.S. Jewelry-Makers Say 


Jewelry imports from Puerto 
Rico during the last six years have 
increased much faster than those 
from foreign countries. 

U. S. imports from other na- 
tions rose from $6.9 million in 
1950 to about $12.6 million in 1956 
—almost doubling. But during 
the same six years, imports from 
Puerto Rico soared from less than 
$450,000 in 1950 to more than $2,- 
700,000 in 1956—a six-fold jump. 

The Manufacturing Jewelers 
and Silversmiths of America, Inc., 
ascribes the amazing growth of 
Puerto Rico’s jewelry manufactur- 
ing to one reason: low wage rates. 
It has entered a piea with the 
Puerto Rican Industry Committee 
No. 29A for the establishment of 
a $1 minimum wage in the but- 
ton, jewelry and lapidary indus- 
tries. 

During industrialization of the 
island since 1945, minimum wage 
rates have not even remotely kept 
pace with the progress of those in 
the United States, the MJ&SA 
charged. 

Even if labor costs were in- 
creased substantially, the associa- 
tion said, the Puerto Rican jew- 
elry industry could compete suc- 
ces#fully against that of conti- 
nental U. S. 






























MICKEYS — 
ONE GOLD MOUSE! U. S. 
Time Corp., celebrating its 100th 
anniversary this year, presents 
Walt Disney with a gold Mickey 
Mouse watch—the 25 millionth 
such watch produced by U. S. 


25 MILLION 


Time in the past 25 years. 
Robert E. Mohr, director of 
sales, is shown making the pre- 
sentation. Richard B. Walsh, 
public relations director, 
the right. 


is at 











National Wholesale Jewelers 
Plan June Convention in Chicago 


The 50th annual convention of 
the National Wholesale Jewelers 
Association is scheduied for June 
5-7 at Chicago’s Edgewater Beach 
Hotel. 

Plans are almost completed, ac- 
cording to association secretary 
Thomas A. Fernlay Jr. The open- 
ing session is set for the morning 
of June 5. H. L. Porter, of the 
Standard Oil Co. of Indiana, will 
speak. 

Activities will include a panel 
discussion on “Where Is the Re- 
tail Jewelry Business Going?”, a 
reception and dinner dance and a 
ladies’ luncheon. 


Northampton Cutlery Purchases 
Clement Co. as Subsidiary 


The Northampton Cutlery Co., 
Northampton, Mass., has _ pur- 
chased the Clement Co., also of 
Northampton. 

Both firms are producers of 
blades for silversmiths and of re- 
tail table cutlery. 

“The Clement Co. will operate 
as a subsidary of the Northampton 
Cutlery Co.” J. A. Watrous, Jr., 
Northampton president, said. He 
added that “both firms’ retail lines 
will continue to be sold nation- 
ally, but through one sales or- 
ganization.” 
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W. Va. Jeweler Displays 
Former Hitler Timepiece 


A solid brass antique clock, once 
the property of Adolf Hitler, is 
on display at Melart Jewelers, Mar- 
tinsburg, W. Va. 

The clock was taken from Hitler’s 
mountain retreat at Berchtesgaden, 
Germany, shortly after his death. 
It now belongs to Paul Gainfort, 
Melart employee, a gift from a 
brother who operated U. S. Army 
hotels in Berchtesgaden at the end 
of World War II. 

The pendulum-type clock, which 
appears to be more than 100 years 
old, has machine-made gears; this 
would indicate it was among the 
first so manufactured. 

Faded characters on the antique 
indicate it was made by Veerhoff 
et Cie, of Amsterdam. Value of the 
clock is difficult to establish. 











Jewelry Industry, Military Reach Compromise 
On Proposed Post Exchange Operations Increases 


Spokesmen for the jewelry trade 
have reached agreement with the 
military on the latest proposals 
for expanding post exchange 
jewelry item operations. 

3ernard N. Burnstine, speaking 
for the American National Retail 
Jewelers Association and the Na- 
tional Jewelers Association, told 
a House Armed Services subcom- 
mittee on April 4 that “agreement 
was achieved on all items which 
are distinctly jewelry store mer- 
chandise.” 


Both Sides Concede 


The former Washington, D. C., 
jeweler said concessions were 
made by both the military and the 
jewelers. 

The PX jewelry item additions 
agreed upon, with new price lim- 
its, include: portable typewriters, 
to $70; military cuff links, no 
limit; 34-piece flatware set with 
chest, to $35; watch straps and 
attachments, including those of 
precious metal, to $5; mixers, 
fans, vacuum cleaners and coffee- 
makers, to $30; all other electri- 
cal appliances, to $15; portable 
record players, to $50; transistor 
radios, to $50; and cameras and 
projectors, to $50. 





Annual 24 Karat Club Beefsteak Dinner Draws $2 Aproned Members 


The military had proposed a 
price limit increase on rings from 
$35 to $50, but agreed to retain 
the lower limit. Similarly, a pro- 
posed limit increase from 25¢ to 
50¢ on drinking glasses was with- 
drawn. 

Further 
reached on price limits of dinner- 
ware, with an increase to $2.50 to 
$4.50 per place setting, depending 
on the number of places, instead 
of the military’s proposed $25 
limit for four place settings. 

ANRJA-NJA representative 
Burnstine made clear to the sub- 
committee that agreement to the 
expansion and price limit in- 
predicated on the 
basis of policies resulting from 
the 1949 agreement between the 
military and the House Armed 
Services Committee on PX Oper- 
ations. 


compromise was 


creases Was 


Opposition Re-emphasized 


He pointed out that “our con- 
currence does not mean recogni- 
tion or acceptance of this policy,” 
and re-emphasized ANRJA-NJA 
opposition to government competi- 
tion with private enterprise. PX 
domestic sales volume is upwards 
of $300 million a year. 
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New York 24 Karat Club members pose in “formal” annual Beefsteak Dinner attire. Honorary dinner chair- 


man Julius Kaufman and dinner committee members Carl van Dam, Stanley E. Church, Herbert L. Gardner, 
Robert G. Packer, Saul Plosky and Robert Schick arranged the dinner and entertainment programs. The 1957 
Club officers are: Alexander E. Arnstein, president; John Ballard, vice-president; Jerome L. Grant, secretary; 


and W. Waters Schwab, treasurer. 


FOR MAY, 1957 


121 


















































































Manufacturers Sign Up for Permanent ‘Showcase’ 


In Providence; 200 Exhibit Cases Are Planned 


Proposals for The Jewelry Show- 
case of America, a permanent ex- 
hibit in Providence, are getting 
widespread approval from jewelry 
manufacturers. 

Manufacturing Jewelers and Sil- 
versmiths of America, Inc., sponsors 
of the idea, report favorable reac- 
tion in virtually every segment of 
the industry. Staff members of the 
association have been contacting 
member firms, discussing details of 
the project and evaluating reactions. 

Of those surveyed, more than 
85% have either signed letters of 
intent to exhibit at the Showcase 
or had giver verbal approval. 

The Showcase, as discussed dur- 
ing the last two years, would pro- 





vide buyers of industry products an 
opportunity to see, in one location, 
participating manufacturers’ lines. 
Industry representatives acclaim 
the idea as a realistic approach to 
the marketing problem, and as a 
means of stimulating export busi- 
ness and providing new product 
outlets. 

The proposed Showcase would be 
located in one of the lower floors 
of a 10-story office building in 
downtown Providence, which is now 
under construction. Accommoda- 
tions for 200 cases displaying 150 
to 175 manufacturers’ lines would 
be available. 

Pforzheim, Germany, the gold 
and silver jewelry center of Europe, 
maintains a similar “showcase.”’ 





Rare U. S. Gold Coins in Use 
As Ornaments and jewelry 

U. S. gold coins, once used as 
legal tender, are gaining popular- 
ity as ornaments and jewelry. 

The Gold Acts and Orders of 
1933 and 1934 sought to withdraw 
all except “rare gold coins” from 
circulation, and reimbursed the 
owners with other currency. 

Now, all U. S. gold coins minted 
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Hungarian Refugee Romances Abetted by Dallas Jeweler 


LOVE FINDS A WAY: When two couples of the Hungarian refugee 


prior to April 5, 1933, are consid- 
ered “rare” by the Treasury De- 
partment. They may be used in 
jewelry sold in the United States, 
so long as their status as “rare 
gold coin” is not altered. 

This means that a gold coin may 
be mounted in a rim or bezel or in 
a locket, or affixed in any way so 
as not to damage the coin itself. 
But it may not be melted, treated, 
soldered or otherwise mutilated. 

















group in Dallas decided to get married, they found that the world 
really does love a lover when Arthur A. Everts Co., Inc., presented 
them with their wedding rings. Frank Everts, Jr., helped the young 
couples make their selection. The pleased couples are Gusstav Engel, 
Elizabeth Kreitle, Franz Varga and Maria Czeitlinger. 








Nicholas Anitole Forms 
Jewelry Sales Agency 











Nicholas G. Anitole, for the last 
five years vice-president of Squire, 
Inc., manufacturers of men’s jew- 
elry, has formed a sales agency to 
serve jewelry wholesalers in the 
South and Southwest. 

Anitole will represent both 
Squire, Inc., of Taunton, Mass., and 
VanDell Corp. of Providence, R. I., 
manufacturers of gold filled and 
sterling jewelry. 

His mailing address is P.O. Box 
4542, Ft. Lauderdale, Fla. 


W.M.D.A.A. Will Celebrate 
Issuance of Watch Catalogue 


Issuance of an official watch parts 
catalogue for the nation’s 60,000 
watchmakers will highlight the 11th 
annual meeting of the Watch Ma- 
terial Distributors Association of 
America June 1-2 at the Park-Sher- 
aton Hotel, New York. 

Work on the catalogue has been 
proceeding during nearly half of 
the Association’s lifetime. 

Edward L. Endman, association 
president, will receive the “number 
one” copy of the now-completed 
catalogue. 


Canadian Jewelers Elect 
James C. Grier President 


James C. Grier, vice-president of 
the Parker Pen Co., Ltd., was 
elected president of the Canadian 
Jewellers Association at their an- 
nual convention in Toronto. 

Ian McKenzie of Ostranders was 
elected first vice-president, Joseph 
L. Skinner of R. Wallace & Sons 
Ltd., second vice-president, and Don 
MacKenzie of J. Alex MacKenzie 
Ltd., third vice-president. 

Joseph S. Bliss of Oneida Ltd., 
and Raymond P. Brown were re- 
elected treasurer and secretary re- 
spectively. 
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16 Gemex Sales Contest Winners 
Get Week's “April In Paris” Trip 


Sixteen jewelry wholesalers, 
salesmen and their guests frolicked 
in Paris last month, after posting 
high scores in a four-month nation 
wide sales contest held by Gemex 
Corp. 

The winners left from New 
York’s International Airport April 
16, following a cocktail party at the 
Savoy Plaza Hotel. 

Wholesalers who won the trip 
are: Mike Mahar of Mahar & Eng- 
strom, Boston; Gus Calloway of 
Ewing Bros., Atlanta; Jack Mont- 
gomery of Edwards & Co., Kansas 
City, Mo.; Charles Simon of Simon- 
Green, Los Angeles; Eugene Swi- 
gart of E. & J. Swigart, Cincinnati; 
and Louis Langert of Langert Bros., 
Phoenix. 

The seven winning jewelry sales- 
men were: Howard Merblum of 
H. A. Merblum Co., West Hartford, 
Conn.; W. C. Harrison of Ewing 
Bros., Atlanta; Irving Friedman of 
S-K-L, New York; W. E. Bucking- 
ham of A. H. Ficken Co., Columbus, 
Ohio; Bill Smith of Wm. R. Katz 
Co., Dallas; Charles Wiriden of 
Ball Co., Chicago; and Charles 
Freed of Pacific Jewelers, Los An- 
geles. 

During the contest, wholesalers 
in each of seven national sales ter- 
ritories were assigned sales quotas. 
Those who most exceeded these 
quotas won the Paris trip. 

Wholesalers’ salesmen _ were 
awarded points on the basis of 
weekly sales volume reports. Run- 
ner-up salesmen were awarded 
prizes of luggage, apparel, house- 
hold applicances and sporting goods. 


Louis Vogel Celebrates ‘Golden 
Anniversary’ in Jewelry Trade 


Fifty years ago, when St. Louis 
was celebrating its centennial, 
Louis Vogel didn’t have much time 
for the festivities. As a brand-new 
apprentice jewelry-maker, he was 
too busy learning about cuttle-bone 
casting, Tiffany rings and gold 
chains—working a six-day week for 
$1. 

Except for a stint with a trench 
mortar outfit in France during 
World War I, he has been in the 
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METROPOLITAN OPERA | 
STAR Richard Tucker admires | 
several Jager Blue, Circle of | 
Light and Heart Shape diamonds | 
cut by Baumgold Bros., Ince., | 
while studying a rare collection | 
of nine African figurines pre-| 
sented him by fans of the Ashanti | 
tribe in Accra, capital of Africa’s 
Gold Coast. | 
The figurines, sculptured in 
the form of men, women and | 
children, vary in size, and are 
_ used by the Ashanti as weighing 
units for diamonds. On the dress- 
ing table, a modern hand scale | 
offers interesting contrast to the | 
ancient figurines. 


jewelry industry ever since. In 
1918, he opened his own special 
order shop in Chicago, specializing 
in wedding rings. The Chicago 
World’s Fair of 1933 sold Vogel’s 
souvenir jewelry and State Street 
stores began selling his creations 
the same year. 

Today, Louis Vogel, stylist and 
maker of “Divine’’ rings, is cele- 
brating his golden anniversary 
year, at 6 E. Monroe St., Chicago. 
His son, Harold, a graduate mem- 
ber of the American Gem Society, 
has been his partner since 1949. 
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Vozel: 50 years a ieweler 


Ex-King Farouk Jewel Collection 
Shown at U.S. World Trade Fair 


A priceless collection of ex-King 
Farouk’s jewelry, confiscated by the 
Egyptian government, was exhib- 
ited at the just-completed U. S. 
World Trade Fair in New York. 

The Fair, largest international 
trade exposition ever held in the 
Western Hemisphere, drew 100,000 
buyers to its 3000 display booths. 
Sixty countries exhibited new prod- 
ucts and scientific advances. 

This was the first time the Fa- 
rouk collection was seen in this 
country. Egypt wants to sell it. 

Among the former monarch’s 
fabulous possessions are: a carat 
gold antique boudoir hand mirror 
encrusted with diamonds, rubies 
and sapphires; 145-carat pear- 
shaped emerald earrings, set in 
gold; a cigarette holder set with a 
40-carat emerald; a pearl-, ruby- 
and sapphire-inlaid gold dagger “‘as 
long as your forearm.” 


Sterling Bowl Tourney Draws 
80 Garden Club Contestants 


Eighty garden club contestants 
from 23 states have registered for 
the national roses and silver ar- 
rangement tournament to be held 
June 26-27 at Newark, N. Y. Rivals 
will select their flowers from the 
17-acre rose gardens of Jackson & 
Perkins Co. and show them in silver 
containers. 

The Sterling Bowl Tournament 
is co-sponsored by the Sterling 
Silversmiths Guild of America. 

First prize is one year’s custody 
of the perpetual challenge trophy, 
a silver bow! worth $5000. A silver 
container will be given to each of 
the eight finalists. 

Sterling dealers are inviting local 
entrants to duplicate their arrange- 
ments in the dealers’ store windows. 
Van Cott Jewelers, Binghamton, 
N. Y.; H. C. Kirkberg Jewelers, 
Ft. Dodge, Iowa; Walter Antin 
Jewelers, Hammond, La.; and Keller 
and George, Charlottesville, Va., are 
among the dealers extending the 
invitations to local garden clubs. 

Michaels Jewelers, Waterbury, 
Conn., plans to tie in with the Tour- 
nament by inviting 50 women’s 
clubs to participate in a preliminary 
competition. Wiss Sons, Jewelers, 
Newark, N. J., plans a similar event. 
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FULL HOUSE: More than 700 tuxedoed members and guests assemble for the second annual banquet feast. 


Plane, train, car and taxi brought 
more than 700 members and guests 
to the recent annual banquet of the 
Manufacturing Jewelers and Sil- 
versmiths of America, Inc., in 
Boston. Some 250 were from the 
Attleboros. 

The filet mignon affair, top social 
event on the association’s calendar. 
was the second since the group be- 
came a national organization in 
January 1956. 

Similar affairs were held nearly 
every year by the 
predecessor, the New England Man- 
ufacturing Jewelers and Silver- 
smiths Association, which was 
founded in 1903. 

Activities of the 460 member- 
firm organization today include in- 
dustrial liaison with Government 
agencies, operation of the Jewelers 
Shipping Service, and publication 
of American Jewelry Manufacturer 
magazine. 


association’s 


Guests and members received a 
souvenir Vermont-made meat-cut- 
ting board with stainless steel 
knife and fork and built-in sharp- 
ener. Entertainment followed. 

Howard H. Sweet, 
president, gave the official welcome 
at the dinner. Seated with him at 
the head tabie were: Rev. Walter 
L. Sheppard; Alexander E. Arn- 
stein, president of the 24 Karat 
Club; Donald S. Bishop, dinner 
committee chairman; Cyril _ K. 


association 
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Brennan, mayor of Attleboro; Mat- 
thew J. Round, president of the 
Diamond Peacock Club; George R. 
Frankovich, association executive 
secretary; Harry R. Gerber, presi- 
dent of the American National 
Retail Jewelers Association; and 
H. A. Goldberg, president of the 
National Jewelers Association. 
Also, Theodore Gorenflo, Jr., 
president of the National Wholesale 
Jewelers Association; Roger H. 
Hallowell, president of the Sterling 
Silversmiths Guild of America; 
William Haggart, president of the 
Providence Jewelers Luncheon 
Club; Alvin A. Lauschke, president 
of the Chicago Jewelers Associa- 
tion; Joseph Lavan, president of 


the Manufacturing Jewelers Sales 
Association; Walter H. Reynolds, 
mayor of Providence; William E. 
Smith, president of the Jewelers 
Board of Trade; and Herbert L. 
Thomas, president of the Boston 
Jewelers Club. 


Commerce Dept. Curbs 
Diamond Exports to Soviets 


Commerce Department regula- 
tions tightening curbs against U. 5. 
export shipments of rough and pol- 
ished diamonds to the Soviet bloc 
became effective April 3. 

The new regulations are avail- 
able from the Diamond Manufac- 
turers & Importers of America, 
342 Madison Ave., New York. 


TETE-A-TETE: Association Executive Secretary George R. Frankovich 
(left) and Association President Howard H. Sweet stand in private con- 
ference behind some of the members and guests seated at the head table. 
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Swiss Watchmakers Help U. S. Children Learn to Tell Time 


More than two and a half million American school children today can 
calculate with uncanny accuracy the number of minutes ’till recess .. . 
or how long Sis talked on the phone... or even how many hours late 
Dad was the last time he went bowling—all thanks to recent time- 
learning help from the Watchmakers of Switzerland. 

And although these skills are not perhaps exactly the desired end, 
the Swiss Watchmakers’ new concept for teaching children to tell time 
has been acclaimed by some four million American parents and teachers. 

The Watchmakers of Switzerland school program, first introduced 
three years ago, has been adopted by more than 50,000 primary schools 
throughout the country, and is recommended by 397 colleges and 
universities. 

The program teaches youngsters in the first three grades to read a 
clock by making use ef their knowledge of counting, adding and sub- 
tracting. A teaching kit contains a large cardboard demonstrator clock 
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WHAT TIME DOES THE CLOCK SAY? ... asks this teacher of her 
time-telling class at an Elizabeth, N. J., elementary school. 


face and smaller replicas for each student’s desk. Movable hour and 
minute hands are easily attached. 

Using the short hand at first, the teacher shows how it indicates 
the different hours; the children practice at their desks until they know 
all the hours perfectly. 

Then the teacher demonstrates the long hand by itself, “the short 
hand’s helper.” The children learn that the minute hand tells exactly 
what part of each hour has passed, and do plenty of counting, by fives 
starting at the number 1, by quarters, and by ones up to 60. 

Next, they read the hours from one face and the minutes from 
another, and in the final step, the minute and hour hands are combined 
on one clock face. 

A simple, exact time language is used to avoid confusion. Students 
always say “past” for any reading up to a half hour, and “of” for the 
second half of an hour—“Twenty-five minutes ‘past’ two”; “ten minutes 
‘of’ three.” 

Paul Tschudin, director of the Watchmakers of Switzerland Informa- 
tion Center, predicts that requests for the teaching-aid program next term 
will far exceed last term's record number of school kits. Officials of Moore 
& Schick, Inc., who administrate the program for the Swiss Watchmakers, 
are presently working on next year’s campaign. In 1956-1957, more than 
a million training aids were distributed. 

The dummy clocks, printed matter, and other teaching aids are 
provided to schools free by The Watchmakers of Switzerland, 730 5th 
Ave., New York. 
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“Mr. Towle” Retires After 
Forty-Six Years in Industry 


John O’Connell, vice-president 
since 1939 of Towle Manufactur- 
ing Co., Newburyport, Mass., has 
retired. 

O’Connell, known as “Mr. 
Towle” to his many industry 
friends, joined the firm in 1911 as 
an office boy. In 1936 he was ap- 
pointed sales manager, and in 1939 
he achieved his recent position. 

He was largely responsible in 
1938 for the national launching of 
Towle’s “Place Setting for Ster- 
ling” program, which has since 
been generally adopted by the in- 
dustry. 


TOLA Tumbleweeds Elects 
New Executive Director 

David Shapiro, Dallas, has been 
elected executive director of the 
TOLA Tumbleweeds. 

The Tumbleweeds are 250 tra- 
veling salesmen representing jew- 
elry firms and related business; 
they travel in Texas, Oklahoma, 
Louisiana and Arkansas, and a 
few surrounding states. 

The association maintains a 
“lines wanted” department service 
in its monthly bulletin whereby 
jewelry manufacturers can adver- 
tise for salesmen to handle their 
merchandise. 

The Tumbleweeds’ new mailing 
address is 1710 Jackson St., Dallas 
1. 


Bon Voyage for Grandparents 


mes 








J. Gould Cook, president of A. 
Stowell & Co., Inc., Boston jewelers, 
and Mrs. Cook aboard the Italian 
liner, Saturnia, saying goodbye to 
their 16-month old granddaughter, 
Debbie Gair. Mr. and Mrs. Cook 
are touring Italy, France, Switzer- 
land, Germany and the British 
Isles, and will return in the late 
Spring. 
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Precious and 
Semi-precious 


STONES 


Star Sapphires 
Emeralds 
Sapphires 
Peridot 

Jade 


Cat's eyes 
Rubies 
Aquamarines 
Amethyst 
Turquoise 


RINGS 
Precious Stones 
in appealing mountings 


for ladies and gentlemen 
Memo selections sent promptly 


Allan Caplan 


2 West 46th St. 


New York 36, N. Y. 
Plaza 7-1560 















increase profits by 
Engraving your own Jewelry 









7. 
Special Multi-Grip , 
vise holds articles of 
any shape. Inexpensive ° 
CNP-j Panto-Engraver © 





Model CNP-J 













an 
Accessories 


° cuts sharp and clean ine 

° stainless steel, gold, silver, other metals. . 

* FOR THE JEWELRY MANUFACTURER 

© The 3D-5 Panto-Engraver .. . 

@ Cuts medailion, ring and jewelry dies, 
steel stamps or any bas-relief design, as 

e well as lettering, name pictes, trophies, 

. signs, etc. 

e Model 3D-5 

* 

© A Full Line 

e of 
Engraving 

© Equipment 

e 

. 
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| H. P. Preis Engraving Machine Co. 








657 U. S$. Highwey 22 Hillside, N. J. 
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Anson's All-American Family to Be Chosen in June 


MISS FLORIDA 1956 cuts ribbon at ceremony dedicating home and pool, 
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both of which will be awarded the winning family. Flanking her are 
Anson executives, representatives of All-American Family, Inc., and 


local officials. 


The search by Anson, Inc., Provi- 
dence, R. I., for the 1957 All-Ameri- 
can Family is nearing its final stages. 

Educators and sociologists have 
selected an All-State family from 
each state and Washington, D. C.— 
and late this month the 49 families 
will travel to Miami Beach for a week 
of conferences and panel discussions. 

The family best typifying the ideal 
in American life will be chosen from 
this group on June l. 


Besides a $10,000 vacation home 
and a $5000 Esther Williams swim- 
ming pool, the lucky family will re- 
ceive a $1000 U. S. Savings Bond, a 
$1000 mink stole, a $750 Grolier 
library, a $700 Amana freezer-re- 
frigerator, a two-week vacation trip 
to Miami and a week visit in Cuba. 

Each state-winner gets a $100 
Anson men’s jewelry set, a set of the 
Book of Knowledge, and a Fruit of 
the Loom wardrobe. 











Sessions Gets Assistance 
From Con-Electron Corp. 


Contracts were signed between 
Sessions Clock Co. and Consoli- 
dated Electronics Industries Corp. 
extending financial and manage- 
ment assistance to the 120-year-old 
Forestville, Conn., clock firm. 

Con-Electron will lend Sessions 
up to $1 million new capital, and 
the assistance of a management 
team headed by A. W. Haydon, Con- 
Electron vice-president. 

Present Sessions’ top manage- 
ment, including Vice President W. 
K. Sessions, Jr., will remain with 
the company under the agreement 
with Con-Electron. 

Tmmediate plans call for inten- 
sifying Sessions electric clock man- 
ufacturing, but discontinuing some 
related lines. 

Sessions plans to add several new 
clock styles to its 1957 line. Con- 
Electron will assist Sessions with 
research, development and engineer- 
ing activities. 


C. J. Duncan Observes 60th Year 
In Retail Jewelry Business 

The oldest member of Massil- 
lon, Ohio’s retail family has just 
completed the biggest business 
promotion in his 60-year jewelry 
career. 

C. J. (Curt) Dunean’s April 
“Diamond Jubilee’ program was 
doubly appropriate—April is the 
traditional diamond month, and 
the diamond is the 60th anniver- 
sary symbol. 

Mayor Edgar L. Lash pro- 
claimed April 1 Curtis James 
Duncan Day “to honor him per- 
sonally and with him all other 
small businessmen who have kept 
their doors open for six decades.” 

Mayor Lash also signed a proc- 
lamation paying tribute to Dun- 
can’s “steadfast devotion to prog- 
ress and achievement. ... This 
toward the end that the youth of 
America may see the incentive, op- 
portunity and reward that still 
exists for individual effort.” 
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The Diamond Dealers Club, New 
York, stopped traffic on West 47th 
St. when it presented an ambu- 
lance to the Israel Red Cross ser- 
vice. Stephen Korngold, ambulance 
campaign chairman, gave the vehi- 
cle to Congressman Emanuel Cel- 
ler, national chairman of Ameri- 
can Red Mogen Dovid for Israeli, 
the Israeli service supply and sup- 
port wing. 


Kenneth I. Van Cott, Van Cott 
Jeweler, Binghamton, N. Y., dis- 
cussed “The Curious Lore of the 
Precious Stones,” at a recent meet- 
ing of the Johnson City Stamp and 
Coin club. 


Myer B. Barr, president of Associ- 
ated Barr Stores, Inc., Philadel- 
phia, has been elected president of 
the Retail Jewelers’ Association of 
Philadelphia and Eastern Pennsyl- 
vania. Francis Haggarty of 3707 
Germantown Ave., was elected 
vice-president, and George Lyons 
of Samuel J. Lyons Co., Inc., secre- 
tary. 


Rudolph Bros., Inc., Syracuse, 
N. Y., has given gold watches, rep- 
resenting 20 years employment, 
to John McGrath, Alice Mirsky 
and Fanny Winkelstein. The same 
firm has appointed Eugene Kline 
as comptroller. Mr. Kline was 
formerly with Benjamin & Ed- 
ward J. Gross Co., Inc., New York. 


Jewelers’ Fraternal Association 
annual dinner was held recently 
in the Sheraton McAlpin Hotel, 
New York. Officers elected were: 
David Weinberg, president; Bert 
E. Armsheimer, vice - president; 
and Charles A. Parker, secretary- 
treasurer. Those elected to the 
board of governors were: Henry 
Edinger, one year; and Richard 
Bromley and Jesse Block, two 
years. 


Wilson’s Leading Jewelers, Inc., of 
Syracuse, N. Y., has opened a new 


store at suburban Shop City. 
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Mollie Gable of Fedway Stores 
was honored at the annual Cos- 
tume Jewelry Joint Defense Ap- 
peal luncheon at the Roosevelt 
Hotel. Carl Rosenberger, Coro, 
Inc., New York, is honorary Divi- 
sion Chairman. Serving as associ- 
ate chairmen are: Gilbert Detkin, 
Royal Craftsmen, Inc.; George 
Herzig, H & S Originals; and Wil- 
liam Rand, William Rand, Inc. 


At a recent meeting of the Watch- 
makers’ Association of New Jer- 
sey Inc., Ben Matz of the Benrus 
Watch Co. described the new 
Benrus Self Regulating Watch. 


Jules Gerson, vice president of 
Goldstein-Gerson Co., Inc., New 
York, has announced expansion of 
the firm’s space to accommodate 
new machinery. 


Murray Siegal, president of Mur- 
ray Siegal Jewelry Co. of New 
York and Cos Cob, Conn., returned 
from abroad with a collection of 
gold antique jewelry and a group 
of 18 karat gold charms and brace- 
lets of modern design. 





S. Hoffnung & Co., Ltd., is inter- 


ested in establishing a plant to 
manufacture jewelry in Australia, 
in conjunction with American 


firms on either a 50-50 basis, li- | 
cense or royalty basis. For infor- | 


mation contact Michelson & Stern- 
berg, Inc.. 45 W. 45 St., New 
York 36. 


James J. O’Shaugnessy of Lon- 
gines-Wittnauer Watch Co. de- 
scribed the Longines automatic 
movement at a recent meeting of 
the Horological Society of New 
York. The next meeting will be 
devoted to social activities. 


Steckel’s Jewelry, Bangor, Pa., has 
opened a new and larger jewelry 
store at 5 Broadway. 


Joseph M. Nespoli, will enlarge his 
jewelry store in Berwick, Pa. 

































NECKLACES and EARRINGS 
at attractive prices 

















DIAMONDS 


Important single stones in 
fancy and round— 

rare colored diamonds 

of natural color 

write, wire or phone 


MARTIN |. HARMAN 


36 W. 47 St., N.Y. 36, N.Y. 
Plaza 7-2546 























It's DuPont Nylon Time Again !! 


Only JEWELITE offers such a wide variety of 
colors, styles, and patterns at such sensible 
LOW prices . . . packaged in buik, on attrac- 
tive display cards, or on eye catc revoly- 
ing display stands. 

manufactured by 


J. L. POPOWICH AND SON 
802 Sansom Street Philadelphia 7, Penna. 





























ENCRUSTERS 


Stene Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 
























Manufacturer to Retailer 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


Fantasy of Jewels 


18-20 W. Sist St., New York 1, N. Y. 
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#2740-A—I8-Kt Y.G. Ruby and Diamond 
Circle Brooch. 1.19 ct. of F.c. Diamonds; 
approximately 2.00 ct. of Rubies 


Extra Profits in 


RE-DESIGNING! 


Send us some of your customers 
obsolete jewelry. We'll create fas- 
cinating new designs—re-mountings 
of exquisite distinction—first sub- 
mitting for your client's approval a 
precise art sketch in color. Original 
BCW re-creations are individually 
designed, die struck and hand-crafted. 


Se 
Bierschenk-Clark-Wiegand, Inc. 


203 S. 12th St., Philadelphia 7 
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Sold only direct to Retailers 


WELLS MFG. CO. ATTLEBORO, MASS. 
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- WEDDING INVITATION 


“She Finest Cugraving that can be made” 


WILL ECKER & CO. 


414 N. TWELFTH BLVD. + ST. LOUIS 1, MO. 


€xclusive Qeweler Dealershipe 
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NEW 


Sam Sampson was re-elected pres- 
ident of Swank Inc., Attleboro, 
Mass., at its annual meeting. Other 
officers include: Samuel M. Stone, 
Jr., Maurice L. Heller, Samuel C. 
Schriver, Leon J. Biagi, William 
H. Lally and Marshall Tulin, vice 
presidents; John J. McCarte, vice 
president, secretary and trea- 
surer; and George J. Kelly, vice 
president and controller. The 
board of directors includes officers 
together with Harris J. Schaeffer. 


The New Hampshire Retail Jewel- 
ers Association has invited the 
Vermont and Maine associations 
to make a joint affair of its annual 
convention at Pike, N. H., June 
23-24. 


Louis F. Guiness, Inc., has _ in- 
stalled what it claims to be the 
first electronic diamond balance 
in New England. The instrument 
weighs automatically gems up to 
ll carats. 


Albert H. Munroe of Westford, 
Mass., formerly of Malden, ob- 
served his 86th birthday recently. 
Open house was held for relatives 
at his sons’ home in Westford. Mr. 
Munroe was a prominent jeweler 
for many years in Malden, where 
he owned his own shop until his 
retirement. 


William F. Nye, Inc., New Bed- 
ford, Mass., refiners of Porpoise 
Jaw watch and clock oils since 
1844, is now a solely owned sub- 
sidiary of New Bedford Thread 
Co. George L. Unhoch, Jr., is pres- 
ident of the Nye company. 


The New England Guild of the 
American Gem Society was shown 
two sound and color motion pic- 
tures at a recent meeting at the 
Museum of Science in Boston. The 
first picture illustrated the pro- 
duction of emblematic rings and 
jewelry from the making of the 
dies to the finished product. The 
second film was A Diamond Is 
Forever, which is available to 
jewelers all over the country. 


































ENGLAND 


Heller-Sperry, Inc., of Pawtucket, 
R. IL. will expand under a new 
group of owners, including Sam- 
uel G. Yulke, New York manage- 
ment consultant. New workers are 
being hired in connection with 
plans for world-wide marketing of 
Heller-Sperry jewelry and the 
opening of a new division to man- 
ufacture and assemble electronics 
equipment. 


Several new stores are opening in 
New England. Walter E. Kuszek, 
formerly a watchmaker with Jo- 
seph Gann, Inc., Boston, is start- 
ing his own business in the Jewel- 
ers Building. Gino Biasetti, has 
opened Gene’s Watch Shop in 
Quincy, Mass. Another new watch 
shop is that of Ray Sizemore, Ros- 
lindale, Mass. Robert M. and 
Martin H. Hill have opened a re- 
tail store in Sharon, Mass. 


Savitt of Savitt, 
Inc., Hartford, Conn., presented 
watches to the 15 members of 
Weaver High School’s basketball 
team, New England champions. 
Watches were also given to the 
coaches, manager and principal. 
The 100 guests attending a dinner 
in honor of the team received in- 
dividually mounted basketball tro- 
phies. 


Max and Bill 


Irving Michaels, Jr., of Irving 
Michaels & Co., New Haven, 
Conn., has been awarded the Reg- 
istered Jeweler and Certified Gem- 
ologist titles by the American 
Gem Society. 


Raymond H. Dowd of Dennison 
Mfg. Co., Marlboro, Mass., was re- 
elected president of the New Eng- 
land Paper Box Manufacturers 
Association. Mr. Dowd is also a 
director and chairman of the asso- 
ciation’s public relations commit- 
tee. 


Vincent A. Ciampi, Portland, Me., 
has been named manager of Day’s 
Inc. of Lewiston, Me. Mr. Ciampi 
has been with Day’s for 13 years. 
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The Akron District Jewelers As- 
sociation held its dinner meeting 
March 28 and elected the follow- 
ing officers for the 1957-58 term: 
Harold Neiman, Harold Neiman 
Jewelers, president; W. Henry 
Ball, Henry B. Ball Co., Inc., 
vice-president; Irwin Isroff, Shaw 
Rogers Co., Inc., treasurer; George 
Block, Block Bros., secretary. The 
board of directors elected were: 
Sol Isroff, Shaw Rogers Co., Inc.; 
Gerald Dales, Geo. S. Dales Co., 
Inc.; Leroy Shaw, Leroy’s Jewelry 
Co., Inc.; Ada Mae Michel, Ada 
Mae Michel Jewelers; Samuel W. 
Bishop, S. W. Bishop Co., Inc.; 
Mr. Neiman and Mr. Block. 


Fred B. Lovin has_ purchased 
Wendling Jewelers, Inc., of Rich- 
mond, Ind., and will operate the 
business as Lovin Jewelry. 


Ralph Roessler, Inc., and Kirk 
Jewelry Co., Inc., both of Marion, 
Ind., are repairing fire damage to 
their stores. 


Mrs. Rose Faraco, Clinton, Ind., 
has sold Faraco’s Art Jewelry 
Shop, Inc., to Tom McLeish, a 
former Clinton resident. 


The George F. Owens jewelry 
store, of Mt. Vernon, Ohio, has 
been sold to the Knox Jewelry Co. 


Clarke Weir has bought the O. C. 
Dinelly store in Laramie, Wyo., 
and will operate it as the Jewel 
Box. Mr. Weir had been with 
Davidson Jewelry in the same city 
for eight years. 


Ben W. Heald, executive secretary 
of the Wisconsin Retail Jewelers’ 
Association, spoke at a _ recent 
dinner meeting of the Peshtigo 
Chamber of Commerce. 


Robert F. Mixdorf, of Bloedel’s 
Jewelry, Inc., Milwaukee, Wis., re- 
tired recently after half a century 
in the jewelry business. 
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Maury Solomon, executive vice- 
president, and Gene Schmidt, sales 
representative for southern In- 
diana, of the Gleeson Jewelry Co., 
Inc., Louisville, Ky., attended a 
dinner meeting given by the Sun- 
beam Corporation at the Madison 
Country Club, Madison, Ind. About 
60 retailers attended. Mr. Solo- 


mon and Frank Remke, Gleeson’s | 


general manager, visited in Cin- 
cinnati at a general meeting of 
the company on Mar. 16. 


The following Indiana jewelers 
recently visited Louisville, Ky.; 
Nolan Weilbaker, Palmyra; Vallas 
M. Albin, Corydon; Ernest B. 
Bower, New Washington; Ray 
Herriott, Charlestown. John L. 











Young, Eminence, Ky.; and Clyde | 
M. Enix, Middlesboro, Ky., also | 


were Louisville visitors. 


The American Gem Society has 
awarded the Graduate Member 
Title to James L. Kempster of 
Woodstock-Hoefer Watch & Jew- 
elry Co., Kansas City, Mo. Mr. 
Kempster is the third Graduate 
Member in his firm. 


Glen Glover of Glover’s Jewelry, 
Payette, Idaho, gave a talk on 
precious jewels at the Kiwanis 
Club meeting in Payette recently. 


Isadore Horwitz, president of the 
Crescent Jewelry Co., Fargo, 
N. D., has been elected treasurer 
of the Diamond Council of Amer- 
ica, Ine. 


Vincent Scanlon, Sheboygan, Wis., 
jeweler, has opened a new store, 
V. Seanlon, Master Jewelers, in 
Appleton, Wis. 


Sam J. Luchsinger of the Salick 
Jewelry Co., Watertown, Wis.. 
gave a diamond grading demon- 
stration before a group at North- 
western University, Evanston, Ill. 
An open question period followed 
the lecture and demonstration. 














EASTERN STAR JEWELRY 
Shrine Fez Pins 


Finest quality Austrian rhinestones and 
colored stones. 

Also, White Shrine, Jobs Daughters, 
Rainbow Girls, Knight Templar. 


Special Order 
Emblem Work 








Fraternal and Club Emblem 


Jewelry is our specialty! Sample made 


Lodge, 


to your specifications and quotation 
on request. 

Here's quick, sure-profit business and 
excellent advertising for your store. 


Write today for Free Illustrated Folder. 


B. David Company 
2508 Vine Street 
Cincinnati 19, Ohio 
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for your 


FOR LIFETIME GIVING ... 


fhe besf light yer 


favorite cigarette! 


LIFETIME 


oad | ASH. GUARANTEED 


© CIGARETTE LIGHTERS 








* Dynoflex sparking 
action at no extra cost 
* Choice of Styles and 
colors 

* FREE repoir service 
for life! 
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Priced 


from— 
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by Be to $6** 





Sweeping the Country 
| FANTASTIC SALES 


98 REPORTED 


P.T. 
(KEYSTONE) 
HIGH SCHOOL 
FRIENDSHIP RING 


Sizes 5-9” * 


Sterling silver 
ALL HIGH : colors 
ace 
SCHOOL COLORS _ engraving 
A natural for promotion minded jewelry 
stores . . . Send for sample. Patented, Beau- 


tiful heavy weight . . . Mats free... 3 
dozen minimum .. . Proven success. 
Distributed solely bw 


GAINSBORO OF BOSTON 


1330 ""A*’ Beacon St. Brookline 46, Mass. 
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Write for the 1957 RED BOOK 


The Jewelers Catalogue 


Diamonds—Jewelry—Silverware 
Clocks—Appliances—Shavers 


HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 East Fourth Street 
Cincinaati 2, Ohio 


W here Service is a Tradition 


THE 


D. JACOBS SONS CO. 
325 E. Central Pkway. 
Cincinnati 2, Ohio 


“Serving you since 72" 


DIAMONDS 


ALL NATIONALLY ADVERTISED 
JEWELRY & APPLIANCE LINES 
Members 


AMERICAN GEM SOCIETY 
Julius D. Jacobs, Jr. Cert. Gemologist 











THE 


McCary’s Jewelers, Shreveport, 
La., has opened a branch in 
Bossier City Big Chain Shopping 
Center. Jim McCary, owner and 
operator, has appointed Joe Huck- 
abay and Mrs. Jane Logan as 
managers. 

















NEW 138 PC. FATHER'S DAY 


' Canal; the Gentilly branch is at 


WINDOW DISPLAY KIT 


complete, only $4.75 (plus postage) 
This complete ready-to-use material consists of these 


colorful displayers: Two easeled Dis a 
; We play Cards i! 
three Streamers 8x28”, three Pennants 8xi2”, six ces 
shape Signs 8x8”, six Window Strips 4xi4”, eighteen | 
Lapel Reminder Badges, plus {00 colored Price Tickets. | 


identify your store as Father's Day Gift Headquarters. 


EDWIN FREED, INC., 14 WEST 23 ST., N.Y. 10 








QD Sold 500. FINE POCKET KNIVES 
%5 Ss LIN = 


Leather 
Accessories 


THE JEWELRY & CUTLERY NOVELTY CC. 
North Attlebore @ Massachusetts 
Through Leading Wholesalers 











SUPERIOR QUALITY AND VALUE 


EUREKA 
Ti TARNISH- 
oneal PROOF 
“Ss CHESTS 
4 for 


wr SILVERWARE 


Lined with famous Pacific Silver Cloth 
also rolls and bags 


EUREKA MFG. CO.., INC. 
Taunton, Mass. Since 1926 








Descriptive leaflet and prices gladly sent on request 








ee 


weg Cc Repaing 


Our work costs no more 
than ordinary work * 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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Carl Hays Jewelers, Inc., Macon, 
Ga., has become a member of the 
National Bridal Service, of which 
Carl Hays has been elected south- 
east regional! director. 


W. M. Rose, Franklin, Va., jeweler, 
has sold his interest in Rose Bros., 
Jewelers, to his nephew, Bruce R. 
Rose. 


White Bros. Co., Inc., now has 
three stores in the New Orleans 
area with the opening of a new 
branch in the Crescent Air-Line 
Center. The main office is at 732 


2050 Caton. 


Ballard & Son, Wilson, N. C., has 
moved from 109 S. Goldsboro St., 


| to 108 W. Nash St. 


Howard W. Glidewell has opened 
a jewelry store and watch repair 
shop at 21-23 Harton Arcade, Tul- 
lahoma, Tenn. 


Wells Jewelers, Madison, Fla., 
opened recently in a remodeled 
store. Mr. and Mrs. John M. Wells 
of Perry, Fla., purchased the store 
from Mr. and Mrs. Alex H. Smith, 
who founded the business nine 
years ago. 


Ray R. Watson has been appointed 
manager of the new Duval Jewelry 
Co. store in Jacksonville, Fla. 
QO. A. Jenkins, president of the 
jewelry firm, attended the opening. 


New executive officers of 
Schwarzschild Brothers, Inc., 
Richmond, Va., are: Henry 
Schwarzschild, chairman of the 
board; Moses W. Nunnally, Jr., 
vice president and general man- 
ager; Melton R. Davis, assistant 
vice president and assistant gen- 
eral manager; Charles O. Ward, 
secretary and controller, and 
Richard Schwarzschild, treasurer. 


SOUTH 


Alan J. and William S. Reyner re- 
cently opened Reyner’s Jewelers, 
Spartanburg, S. C. 


Arnold G. Blair, vice - president 
and general manager of Mulford 
Jewelry Co., Inc., Memphis, was 
appointed chairman of the stores 
division for the Memphis and 
Shelby county Red Cross cam- 
paign. 


Lee H. Bettis, head of Geo. T. 
Brodnax Inc., Memphis, has been 
named president of the Memphis 
Retail Jewelers Association. Mr. 
Bettis succeeds John Mednikow of 
Mednikow & Paul, Inc. Other new 
officers are: Philip Perel of Perel 
& Lowenstein, Inc., vice-president, 
and Robert Mednikow of the Med- 
nikow firm, secretary-treasurer. 
Directors are: Dave Stegbauer of 
Stegbauer Jewelry Co., and Mau- 
rice Silverson of Maurice Jeweler. 
Alternate directors are John Med- 
nikow and George Heffernan of 
George W. Heffernan. 


Gordon Quality Jewelers has 
opened a new store in Southgate 
Shopping Center, Memphis, Tenn. 
The chain has 38 stores in the 
Southern area, with headquarters 
in Houston. 


The Horological Institute Of 
America and H. I. A. Journal have 
moved to new quarters at Arcade 
Building, Melbourne, Fla. 


Friedman’s Jewelers, Inc., operat- 
ing 30 stores in the Southeast, has 
opened a new store in Decatur, 
Ga. 


Mrs. Eva Warren Yonconish, 
Brandon, Fla., has been appointed 
buyer of jewelry, silverware and 
costume jewelry for the Mass 
Bros., Inc., stores at Tampa, Lake- 
land and Sarasota, Fla. 


Myron E. Freeman & Bro. Co., 
Inc., and Diamond Jewelry Co., 
Marietta, Ga., featured some col- 
orful displays recently. The 
Freeman store had a craftsman 
demonstrate a diamond cutting 
machine. Diamond Jewelry Co. 
exhibited a display furnished by 
the Watchmakers of Switzerland. 
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SOUTHWEST uf 


Texas Watchmakers of Houston 
have installed these new officers: 
L. V. Colvin, president; H. G. Wal- 
ler, 1st vice-president; P._ T. 
Wende, 2nd vice-president; A. T. 
Henry, secretary; William Graff, 
treasurer; and E. J. Farek, state 
committeeman. 


Tom Scaperlanda, manager of the 
Bell Jewelry Co., Inc., was re- 
cently made a director of the San 
Antonio Retail Merchants’ Asso- 
ciation. 


Stelfox Jewelers, Austin, Tex., re- 
cently gave Texas Governor Price 
Daniel one of its “Golden Dial” 
Austin watches in celebration of 
its 51st anniversary. 


B. C. Clark, Jr., of B. C. Clark, 
Inc., Oklahoma City, was recently 
named vice-president of the Okla- 
homa City Downtown Association, 
an organization formed to pro- 
mote business in the downtown 
area. 


Hathaway Instrument Division of 
Hamilton Watch Co. began opera- 
tions in its new 45,000 square foot 
plant in Denver. The division de- 
velops and makes recording and 
measuring equipment. 


Linard Stinnett of Pharr, Tex., 
was re-elected Southeast Regional 
Governor of the Texas Watchmak- 
ers’ Association at the annual 
convention in Corpus Christi. 


Permian Basin Guild No. 12, 
Texas Watchmakers, installed new 
officers at a recent meeting in 


Midland, Tex. They are: T. I. 
Miller, president; Elbert Harri- 
son, secretary; Vernon Shock, 
treasurer; and R. D. Harp, re- 


porter. 


Capitol Area Texas Watchmakers 
Guild of Austin recently elected 
new officers. They are: Cully El- 
lis, president; Howard Caffey, sec- 
retary; Ethel Wagner, treasurer; 
Jim Stanfoll, state committeeman. 
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East Texas Watchmakers Guild, 
meeting at Tyler, Tex., elected of- 
ficers for 1957. They are: John 
Precour, president; Earl Spruill, 
vice-president; and F. D. Waldrop, 
secretary-treasurer, all of Tyler. 


Shaw Jewelry Co., Inc., and Kent’s 
of Houston, Tex., have been con- 
3olidated into a single store, op- 
erating as Shaw’s Kent’s at 412 
Main. Irving Rohrlich, who was 
manager of Kent’s, is in charge. 


Sam W. Becker, chairman of the 
board of Sam W. Becker Jewelry 
Co., Ine., 70-year-old Houston 
firm, recently announced plans 
for opening four new stores in 
Houston’s suburban areas. 


The Northeastern Regional Texas 
Watchmakers Association held a 
two-day convention recently at 
Orange, Tex. Attending were 
members from the Twin Cities, 
Northeast, Dallas, Sabine Area 
and Houston guilds. Members of 
the Sabine Area were hosts, and 
John H. Thomason, regional gov- 
ernor, was in charge. 


Leo Schaffer, owner of Leopold 
Jewelers, and Mrs. Sybil Black of 
Gem Jewelers, San Antonio, Tex., 
have been elected directors of the 
new Alamo Heights Merchants’ 
Association. 


David Shapiro, Dallas, has been 
named secretary of the TOLA 
Tumbleweeds, an organization of 
Texas, Oklahoma, Louisiana and 
Arkansas jewelry travelers. Mr. 
Shapiro is also executive secre- 
tary and treasurer of the Texas 
Retail Jewelers’ Association. 


Vernon H. Raines, formerly with 
Shaw Jewelry Co., of Austin, Tex., 
is now with Sheftall’s Inc. 


Gordon’s Jewelry Co., whose home 
base is in Houston, Tex., had its 
annual sales conference there re- 
cently. Store managers and super- 
visors from six states attended. 


Wedding Rings * Guard Rings 


Circlettes 


-»- OF OUTSTANDING BEAUTY 


Genuine or syn- 
thetic colored gems 
from 1 mm. Ba- 
guette Diamonds. 
All Guard Rings 
set in Platinum or 
Gold channels. 


pay irs LTT TL A 


Round Diamonds or 
genuine colored 
gems. (1 to 10 pts.) 


Genuine spheres of 
Turquoise, Opal, 
Amethyst, precious 
Topaz, Garnet, 
Chrysoprase, Onyx. 
Oriental Pearls. 
From $25.00 ea. 
Keystone 


1907 Golden 1957 
Anniversary Year 


6 E. MONROE ST. 
CHICAGO 3, iLL. 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEER 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 
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Stock and Import 
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WEDGWOOD 


Bese China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 














FURNITURE 
GIFT AND ART 


MARY RYAN ‘ccessones 


278 Fitth Avenue. Mew York : 
Merchandise Mart. Chicago NOVELTIES 











ANNOUNCEMENT | 








The Northampton Cut- 
lery Company has pur- 
chased The Clement 
Company of Northamp- 
ton, Massachusetts, and 
will operate The Clement 
Company as a separate 
corporation. Both com- 
panies will continue to 
manufacture and supply 
the same lines of forged 
stainless steel] blades and 
high quality table cut- 
lery for which they have 
been well known in the 
trade for years. 


























NORTHAMPTON 
CUTLERY COMPANY 


Northampton 2, Mass. 
Established 1871 

















lf They can't afford a diamond show them 


Famous for lasting brilliance. 
most shapes and all! sizes. 


Walderite, 580 Fifth Ave., N.Y. 36, N.Y. 


THERE IS NOTHING 
LIKE A 


DIAMOND! 


but .. 


Available in 


Write for folder today 


JU 6-0459 








AMITY 
NORELCO 
ARVIN 
CASCO 
WEST BEND 
DELTAH 

RU 
SESSIONS 


HEADQUARTERS | 
for Nationally 
Known Lines 


In our own building with Greater 
Facilities for Better Service 

US TIME ALVIN 

INGRAHAM nl 

Wee RM ANROIN WESTINGHOUSE 

SPEIDEL DORMEYER 


HAYWARD OSTER 
REMINGTON TRAVELER 
TWILIGHT STAR DIAMOND RINGS 


and Many Others 


MPP 


Cetalog Twice Yearly © Ask for Yours Today | 


JOSEPH HAGN COMPANY 


| 


Wholesolers Since 1911 


325 West Medison Street, Chicago 6, HUillnol: | 
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| tricity, 
inflammable decorations and liq- 
| uids, and what steps to take to 


_Miller’s Jewelry, 


Jack Conner, Sr., owner of jewelry 
stores in Oroville, Calif., and 
Carson City, Nev., was named 


' man of the year by the Oroville 
| Chamber of Commerce for his out- 
| standing civic activities. He also 
_ received a citation from the Junior 
_ Chamber of Commerce. The award 
| was given for his work in building 
| the district swimming pool. 


The April meeting of the Jewel- 
ers 24 Karat Club of Southern 
California was a blazing affair. 
Representatives of the Los An- 
geles Fire Department gave a 


_ table-top demonstration illustrat- 


ing fire hazards in the home and 
industry. They instructed mem- 
bers on avoiding mis-use of elec- 
the proper handling of 


keep home and business property 
safe. 


Charles C. Hicks of Clifford’s 
| Jewelry, 
_of a group of 25 jewelers who 
attended a two-week course in 
_ jewelry 
| merchandising. The seminar was 
_ conducted by New York Univer- 
sity School of Retailing and the 
| Joseph Bulova School of Watch- 


Chico, Calif., was one 


store management and 


making in New York. 


Enumclaw, 
Wash., has moved from 1639 Cole 
St., to larger quarters at 1518 


' Cole St. 


Pacific Northwest Jewelers’ Asso- 


_ ciation held a three-day conven- 
| tion recently 
_ Jack Friedlander, a vice president 
of the American National Retail 


in Seattle, Wash. 


Jewelers’ Association, was general 
chairman. 


Mr. and Mrs. Philip Roth of 


Swirsky & Ehrlich, Los Angeles, 


recently sailed on the Liberte for 
a three-month tour of Europe. 
They plan to visit the diamond 
markets and spend some time at 
the firm’s office in Antwerp. 


Ben Klein, manufacturers’ agent 
in Los Angeles, marked his 50th 
year in the jewelry business. Since 
1950 he has represented I. Roskin 
Company, Inc., A. & I. Kaplan Co., 
Inc., and Jerome I. Silverman, all 
New York manufacturers covering 
the 11 western states. 


Carter’s Jewelry, Inc., opened a 
new store in San Francisco. Lew 
Baskin is manager, and Mrs. Doro- 
thy Perlick heads the costume 
jewelry department. 


C. Alvin Glass and his wife, 
Marge, of Kay Jewelry Co., Inc., 
San Francisco, enjoyed a trip to 
Puerto Rico as guests of the Gen- 
eral Electric Corp. Mr. Glass won 
the trip in a recent G.E. contest. 


Harry Leddel of Philip Wolman & 
Co., Los Angeles, was appointed 
chairman of the jewelry division 
in the 1957 United Jewish Welfare 
Fund Campaign. 


Aaron J. Oransky, wholesale 
jeweler and importer of Oakland, 
Calif., has opened a new showroom 
at 221 Broadway. A line of gift 
items, including ceramic tea sets 
from Italy, stainless steel flatware 
from Germany, and merchandise 
from England will be displayed. 


Harold Moe has joined the San 
Francisco headquarters of E. W. 
Reynolds Co., Inc., as division ac- 
countant. He will also administer 
the company’s credit policies. 


The San Francisco Bay Area 
Golden Nuggets, a group of manu- 
facturers’ representatives, held 
a get-together at the Bohemian 
Club. Next dinner is scheduled for 
Aug. 16. 


Peter J. McCoy of C. A. McCoy & 
Co., diamond importers with head- 
quarters in San Francisco, left on 
a trip to the diamond cutting cen- 
ters of Belgium and Holland. He 
visited Vancouver, B. C., Amster- 
dam, Antwerp and Paris. 
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Executive Appointments 








Jack D. O’Connor and Nathan 
Karzen have been named Western 
and Eastern regional sales man- 
agers, respectively, for the Ronson 
Corporation. Mr. O’Connor, who 


O’Connor 
























Karzen 


makes his headquarters in Los 
Angeles, has been Ronson’s South- 
ern California sales representative 
since 1950. Mr. Karzen will con- 
tinue to make his headquarters in 
New York, where he has served as 
district sales manager since 1952. 


I. Smallman & Sons Co., New York, 
makers of Craftsman  bDillfolds, 
have appointed two new district 
sales managers. Syd Greene has 
been named regional sales man- 
ager for the West Coast, covering 
California, Arizona, Nevada, Ore- 
gon and Washington. Fred Berg 
will be regional sales manager in 
the Southwest, covering Texas, 
Oklahoma, Arkansas, Mississippi, 
Louisiana and Kansas. 

Scott C. Rexinger of Toastmaster 
Products Division, McGraw-Edi- 


son Co., Elgin, Ill., will assume 
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complete responsibility for all 
sales of Toastmaster domestic ap- 
pliances. He has been associated 
with the company for more than 
19 years, and was named sales 
manager of the electrical house- 
wares department in 1952. Mr. 
Rexinger is taking over the execu- 
tive sales duties formerly per- 
formed by W. E. O’Brien, who 
resigned recently as Toastmaster 
vice president. 


Rexinger 


Francis A. Coburn, Jr., has been 
promoted to manager of advertis- 
ing production at the Hamilton 
Watch Co. Mr. Coburn joined 





Coburn 


1955 assistant 
advertising produc- 


Hamilton in 
manager of 
tion. 


as 


R. M. Johnston has been made 
assistant manager of product 
planning for The _ International 
Silver Co., Meriden, Conn. Since 
joining International in 1948, his 
duties have included sales terri- 
tories in the Southeast, New En- 
gland and the Midwest. 





Looking for new profits ? 
SEAL PHOTOS, CARDS, 
DDING ANNOUNCEMENTS 
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' Life-time 


Plastic 













































* Increases store traffic 
¢ Promotes wollet sales 
* Builds good will 


Pay only 
$50 


and use our 
Rental-Purchase Plan 


Anyone can 
operate it 


Send for bulletin 


NEW HERMES LAMINATING MACHINE CO. 


7 University Place 





New York 3 
















NOW FOR 1957 
REDUCED PRICES 


No. tik Sheepskin mo- 
rocco grained 


blue, green, tan for Swiss 
und Waltham Clocks 


immediate Delivery 
Dealers $2.50 


ARISTO IMPORT CO., INC. 


leathe: 
cases, biack, brown, 








REPRESENTATIVES WANTED 


By AA-l company for well de- 
signed, extensive, fast selling line 
of Barometers 4& travel, desk & 
bedroom clocks. Commission basis. 
Many choice territories open. 





Address "S., 2908," care of JC-K. 











NYE’S “2 OILS 


The BEST for 
Watches and Clocks 


WILLIAM F. NYE, INC. 


Refiners of Porpoise Jaw oil 
since 1844 


New Bedford Mass. 








Selling Committees creates 
profitable "Group Business*'! 
Gavels & Sound Blocks made 
of Tropical Hardwoods (Rose- 
wood & Cocobolo) & Ivory 
Plastic. Sizes; Ladies’, Men's 
Medium, Men's Large. Cases; 
Bands - Nontarnishing Sterling 
Silver & Bronze; We engrave, 
mount and ship at once. 


AN ILLUSTRATED 

GAVEL BROCHURE 

Helps make Sales 

>. FREE — OPEN ISN 
~ DISPLAY... . . gy 
> Items at 50% Disc. SY 


FREE — WALNUT 
DISPLAY ..... 
Items at 50% Disc. 


BECOME "GAVEL 

5 HEADQUARTERS" 
~~ Increase your volume 
=. - WRITE TODAY! 





PRODUCTS CORP. | 
ersey City 4 Nf 
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WEDDING RINGS 





SE 
“a Experts have created the world’s {= 
newest gold wedding rings. You'll == 
hear more — much more about *% 
the profit producing Lifetime = 
Wedding Rings. oe 
THE LIFETIME CO. 








CREDIT JEWELRY LOCATION 


The top location in one of the nation's 
largest regional shopping centers. This 
space is the only unleased space and is 
being held for a credit jewelry operation. 
City of 1,500,000. Trade area of 2,000,000. 
Near main entrance of department store. 
Tenant need not have large net worth. 
What we want is a hot outfit to cash in on 
enormous existing opportunity. 


ADDRESS ‘'G., 2895" 
Care o 
JEWELERS’ Circular-Keystone 
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Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 
China Old Gold 
Watches Silver Platinum 
Jewelry Antiques Fixtures, etc. 
CALL COLLECT for CONSULTATION 
All Inquiries Strictly Confidential 


A. WEILER & CO. 


Established 1880 
(Div. of M. Y. Finkelman Co.) 
29 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 
REFERENCE: 
Your Local Bank 


Diamonds 




















Obituaries 








Leo J. Alerding, 76, jeweler of In- 
dianapolis, Ind., died Mar. 14. Sur- 
viving are: his widow, two daugh- 
ters, four sons, two sisters, 27 
grandchildren, and eight great- 


| grandchildren. 


Benjamin F. Biffar, 72, senior 
partner of Wiltshire-Biffar Co., 
Inc., wholesale jewelers, New 
York, died Mar. 20 at his home in 
Jersey City. He was past president 
of the Jewelers Fraternal Associ- 
ation of New York and of the 
Maiden Lane Outing Club. 


Mrs. Jeanette P. Blum of Newark, 
N. J., died March 27. She was a 
jewelry clerk with Sloan & Co., 
Inc. of Newark for 41 years. Sur- 
viving are two sisters. 


I. E. Boucher, 70, former executive 
vice president and general man- 
ager of the Waltham Watch Co., 


| Waltham, Mass., died recently. He 


was a director of the Newton- 
Waltham Bank & Trust Co., an 
executive trustee of Waltham Hos- 
pital, and an incorporator of the 


| Waltham Savings Bank. He is sur- 


vived by three daughters. 


| Peter Ciulla, 75, retired jeweler of 
_ Jersey City, N. J., died Mar. 24. 


_C. Bert Clausin, 79, for the last 30 
_ years president of S. H. Clausin & 
_Co., Inc., wholesale jewelers, Min- 
| neapolis, Minn., died recently at 


his home in Spokane, Wash. He 
was active in civic affairs, Shrine 
charities, the Inland Automobile 
Association and formerly headed 
the state prison parole board. He 
is survived by his widow, two 
daughters, a step-son, two grand- 
sons, one step-grandson, and two 


| great granddaughters. 


| Napoleon O. Cote, jeweler of Bel- 
_lows Falls, Vt., died Mar. 28. 


J. Richmond Dean, retired jeweler 
of Malden, Mass., died Mar. 18. 


Albert H. Ferri, Sr., 54, president 
of Ferri Bros. & Price Inc., Para- 
mus, N. J., importers and manufac- 
turers of religious jewelry, died 


Feb. 22 after a brief illness. He is 
survived by his widow, and sons 
Albert and Gene. 


Roger W. Fliesbach, 46, jewelry 
sales manager for the Croton 
Watch Co., died Feb. 25. A resident 
of Salem, Ore., he is survived by 
his widow, a daughter, and his 
mother. 


Harry A. Gilliland, 66, a Buffalo, 
N. Y. jeweler for nearly 40 years, 
died March 28. He opened a jew- 
elry store in Buffalo in 1911 and 
retired in 1955. 


Milton E. Goldmann, a director of 
Kay Jewelry Co. and supervisor of 
many of the firm’s New England 
stores, died Mar. 30. 


Zack T. Hansbrough, 79, retired 
jeweler of Marmaduke, Ark., died 
Jan. 13. 


B. B. Hasten, Gilmer, Tex., jeweler, 
died in an automobile accident 
Mar. 20. 


Hyman Holstein, 64, diamond bro- 
ker from San Francisco, died Mar. 
1. He is survived by his wife and 
son. 


Charles E. Hubscher, 44, jeweler 
of Genoa, Ohio, died Mar. 4, of a 
heart attack sustained while he 
was helping fight a fire as a volun- 
teer fireman. 


Ralph H. Hulett, 79, jeweler of 
Ogdensburg, N. Y., died Apr. 1. 


Sarah Isaacs, 69, owner of Louis 
Isaacs Jewelry Store, Louisville, 
Ky., died Mar. 2. Surviving are two 
sons, two sisters, and four grand- 
children. 


Charles E. Johnson, 91, a founder 
of the Canadian Jewelers’ Associ- 
ation, died at his home in Halifax, 
N. S. He was formerly president 
of T. C. Johnson & Sons, Ltd. 


Frank C. Kapitan, 57, watchmaker 
of Los Angeles, died Feb. 28. 


Fred Klein, 57, Chicago represen- 
tative for Helbros Watch Co., died 
Feb. 9. He is survived by his wife 
and two daughters. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Lily K. Lewy, mother of Leonard 
B. Lewy of Lewy & Goodman Co., 
Chicago, died Mar. 5. Her husband 
was formerly a member of the firm 
of Lewy Bros., retail jewelers. 


Charles Marshall, New York 
jeweler, died Feb. 25. Surviving 
are his widow, a daughter, and a 
son-in-law. 


James A. McElroy, 69, of Fried & 
Field Co., San Francisco, died 
Mar. 12. Prior to his employment 
with that firm, he had worked for 
52 years with M. Schussler & Co. 
He is survived by his wife, two 
sons, a daughter, and 10 grand- 
children. 


Willis Isbister Milham, 83, Field 
Memorial Professor of Astronomy, 
Emeritus, of Williams College, 
Williamstown, Mass., died Mar. 23. 
A clock expert, Professor Milham 
was a founder, director and at one 
time vice-president of the Na- 
tional Association of Watch and 
Clock Collectors. 


Ambrose J. Morawski, former sec- 
retary and part owner of Payne 
& Baker Mfg. Co., North Attle- 
boro, Mass., died Mar. 27 at Bay 
Saint Louis, Miss. 


Burt Polsky, 76, Lincoln, Neb., 
jeweler, died Mar. 6. He operated 
the Preston Jewelry Co. from 1938 


until his retirement. Surviving 
are his widow, a son, and three 
grandchildren. 


William Reeder, 77, jeweler from 
Greenup, Ill., died Apr. 5. Sur- 
viving are his widow, two sisters 
and a brother. 


Albert Ritter, 65, retired Buffalo 
jeweler, died Mar. 15. Surviving 
are his wife, a daughter, and three 
grandchildren. 


C. E. Ross, 68, owner of the C. E. 
Ross jewelry store, El Paso, Tex., 
died Feb. 2 at his home. He 
had been president of the Texas 
Watchmakers Association and was 
a Certified Watchmaker. Survivors 


are: his widow, a daughter, three 
sisters, six brothers, and three 
grandchildren. 


J. Alexander Russell, 64, associ- 
ated for many years with H. W. 
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Burdick Co., 
died Mar. 27 at his home in Clear- 
water, Fla. He is survived by his 
wife. 


August R. Schlaudecker, 72, jewel-— 


er of Erie, Pa., died Mar. 11. He 
was associated in the jewelry 
business with his father and 
brother from 1906 to 1934. The 
business was discontinued upon 
the death of the father, Aloysius 
Schlaudecker. 


Mrs. Mabel Shaw, 66, retired 
jeweler of Jersey City, died Apr. 
8. She is survived by a son, a 
brother, and two sisters. 


Albert W. Sing, 88, retired jeweler 
of Tarrytown, N. Y., died Mar. 29. 
Surviving are his wife, four sons, 
three daughters, eight grandchil- 
dren, and six great-grandchildren. 


Isadore Smallman, 72, chairman 
of the board of directors and 
founder of I. Smallman & Sons 
Co., New York City, makers of 
Craftsman billfolds, died Mar. 23. 
His sons, Samuel J. and Solomon, 
continue as president and secre- | 
tary-treasurer, respectively, of 
the Craftsman organization. 


H. Augusta Sulzer, secretary to. 
W. Waters Schwab, president of 
J. R. Wood & Sons, Inc., New 
York, died April 12. Miss Sulzer 
was honored by leaders of the in- 
dustry in 1953 on the celebration 
of her 50th anniversary with her | 
employers. She is survived by a 
nephew. 





Emil Steuber, retired salesman 
for Paul A. Straub & Co., New 
York china and glassware import- 
ers, died April 6. He is survived 
by his wife and a daughter. 


Herbert G. Vaughan, 67, associ- | 
ated with Bohm-Allen Jewelry Co., | 
Denver, Colo., died recently at his 

home after a long illness. Surviv- 
ing are his wife, two children, and | 
two grandchildren. 


Charles Cromwell Ward, 69, jewel- 
er of Yonkers, N. Y., died Mar. 14. 


‘He had been president of ang 


Westchester Jewelers Association 
and an officer of the New York 
State RJA. 
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‘A SUCCESSFUL 


SALE 


CAN CURE ANY 
HEADACHE 


“Happy pills’ won't do it. Make 
up your mind to help your peace of 
mind right now. We can help you 
raise cash, reduce surplus stock, 
liquidate or even sell your business 
‘outright. There's nothing like our suc- 
cessful sales to put you on your feet 
again. Call us. You have everything 
to gain. 


35 YEARS’ SUCCESSFUL 


RETAIL on AUCTION 
SALES or a combination of both 


WE GUARANTEE 100¢ 
ON THE $-PLUS FOR YOUR STOCK 


For Details 
WRITE * WIRE * PHONE COLLECT 


COLMES & BRILL 


Auctioneers * Sales Specialists 


45 W. 45th St., N.Y.C.-JU 6-2334 
\ 3 
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Jack Harr! ton 


JEWELRY DESIGN 
SERVICE TO THE TRADE 


* (See designs in this issue on page 74) 


Designer of many award-winning pieces. 
Immediate attention given requests for 
suggested sketches to solve your stock 
designing problems or special order 
remount designs for customers’ stones. 


42 West 48th St., New York 36 
Judson 6-0697 

















GEMOLOGY 


offers unlimited opportunity for gem cutters, 
gem collectors or jewelers. Make it your career 
or hobby. We train you at home and send 
you gem crystals and loupe. Diploma course. 
Send for free brochure. 


WASHINGTON SCHOOL OF GEMOLOGY 
3001 M St. N. W., Washington 7 














RUSH TO Edwie Freed mn 


Prove for yourself how our jeweiry 
Show card window service can hel 
ail you make more sales! Ask for 
DAY FREE TRIAL. Phone, write or 
wire TODAY — 
thimes 46422 MPR SIRE RIE RTL 
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WORKING 
CAPITAL 
- FINANCING 


CREDIT 


Greater 
Profits 


Write Us Today 


JEWELERS 
ACCEPTANCE CORP. 


60 East 56th St.. N.Y. 22, N.Y. 
PL. 4-1177 
LEWIS R. EISNER, V.P. 


_ IN CHARGE OF 
NEW 
BUSINESS 








BALANCED FINANCING 





OLD MINE DIAMONDS and 
Broken Stones Bought 
Re-cutting for the Trade 





We specialize in stones !/> ct. 
to 2 ct. all shapes 
You make more profit because 
you buy ''DIRECT"’ 

We ship to you on 
memorandum only! 


"You pay only when you sell." 
BANKING REFERENCES UPON REQUEST. 


JACK BLAUWEISS 
re"New York 36, N.Y. 





22 W. 48 St. 
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| Coming Events 


mR ST 


4-13—United Jewelry Show (Fall), 
Sheraton-Biltmore Hotel, Providence. 

4-5—Arkansas RJA convention, 
Marion Hotel, Little Rock. 

4-6—Kansas RJA convention, Allis 


| Hotel, Wichita. 


5-6— Maryland-Delaware-District of 


_ Columbia RJA convention, Hotel Du- 


Pont, Wilmington, Del. 
5-7—Virginia and North Carolina 
RJA joint convention, Roanoke, Va. 
17-26—Washington State Interna- 
tional Trade Fair, National Guard 
Armory, Seattle, Wash. 
18-19—Louisiana Horological Asso- 
convention, Bentley Hotel, 
Alexandria. 
19-20—Horological Institute of 
America annual meeting, Willard Ho- 
tel, Washington, D. C. 
25-26—Tennessee Horological So- 
ciety convention and fair, Andrew 


| Johnson Hotel, Knoxville. 


: eo a oe 


1-2—Watch Material Distributors 
Association of America convention, 
Hotel Park Sheraton, New York. 

5-7—National Wholesale Jewelers 
Association convention, Edgewater 
Beach Hotel, Chicago. 

8-9—Texas Watchmakers Associa- 
tion convention, Gunter Hotel, San 
Antonio. 

17-28—International Home Fur- 
nishings Market, Merchandise Mart, 
Chicago. 

23-24—-Vermont and New Hamp- 
shire RJA joint convention, Lake 
Tarleton Club, Pike, N. H. 

30-July 5 —MInternational House- 
wares Show, New York Coliseum. 
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7-10—Cincinnati Gift Show, Nether- 
land-Hilton Hotel, Cincinnati. 
7-10—Christmas in July Market, 
jaker Hotel, Santa Fe Gift Mart, 
Merchandise Mart, Dallas. 
7-12—New York Home Furnishing 
Accessories Show, New York Trade 
Show Bldg. & Hotel New Yorker. 
14-16—Amarillo Gift Show, Herr- 
ing Hotel, Amarillo, Tex. 
14-19—National China, Glass & 
Tableware Show, Hotel New Yorker. 
21-24—-Southeastern China, Glass & 
Gift Show, Atlanta Municipal Audi- 
torium & Atianta-Biltmore Hotel, At- 
lanta, Ga. 
21-24—New Orleans Gift Show, 
Hotel Roosevelt, New Orleans, La. 
21-24—Washington Gift Show, Ho- 
tel Willard, Washington, D. C. 


21-26—45th California Gift Show, 
Ambassador & Biltmore Hotels, Brack 
Shops, Merchandise Mart, Los An- 
geles, Calif. 

28-Aug. 1—National Jewelers Mar- 
ket (formerly NJA National Jewelry 
Fair), Conrad Hilton Hotel, Chicago. 
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4-5—Chicago Gift Show, La Salle 
Hotel & Palmer House, Chicago. 

4-6—Original Inland Empire Gift 
Show, Hotel Davenport, Spokane. 

4-7—The Cotton States Gifts, 
Jewelry & Stationery Show, Peabody 
Hotel, Memphis, Tenn. 

5-8—Western China, Glass & Gift 
Show, Civic Auditorium, Sheraton- 
Palace, St. Francis & Sir Francis 
Drake Hotels, & Western Merchan- 
dise Mart, San Francisco, Calif. 

10-11—North Dakota RJA fall 
show, G. P. Hotel, Bismark, N. D. 

11-15—Retail Jewelers Market 
(formerly ANRJA Trade Show), 
Waldorf-Astoria Hotel, New York. 

12-15—China, Glass & Gift Show, 
Portland, Ore. 

19-22—-Pacific Northwest China, 
Glass & Gift Show, Olympic & New 
Washington Hotels, Civic Auditorium, 
Terminal Sales Bldg., Seattle, Wash. 

25-28—Ohio State Gift Show, Ho- 
tel Deshler-Hilton, Columbus, Ohio. 

25-30—New York Gift Show, Ho- 
tel New Yorker & N. Y. Trade Show 
Bldg., New York. 

26-28—China, Glass & Gift Show, 
Davenport Hotel, Spokane, Wash. 


_ 
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1-2— Texas RJA 
Adolphus Hotel, Dallas. 
1-3—California RJA convention, 
Claremont Hotel, Berkeley, Calif. 
1-3—Ohio RJA convention, Nether- 
land-Plaza Hotel, Cincinnati. 
1-5—The Original Dallas Gift 
Show, Baker Hotel, The Santa Fe 
Gift Mart, The Merchandise Mart, 
Dallas Memorial Auditorium, Dallas. 
1-5—34th Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas. 
1-5—Detroit Gift Show, Hotels 
Statler & Sheraton-Cadillac, Detroit. 
8-11—Cleveland Gift Show, Hotel 
Hollenden, Cleveland. 
8-12 — Parker House Gift Show, 
Parker House Hotel, Boston. 
9-13 — Boston Gift Show, 
Statler, Boston. 
14-15—RJA of Missouri convention, 
Governor Hotel, Jefferson City, Mo. 
15-18 —Indianapolis Gift Show, 
Hotel Claypool, Indianapolis. 
15-18—26th Denver Gift & Jewelry 
Show, Hotel Albany, Denver. 
21-22—Iowa RJA convention, Des 
Moines. 
22-25-—Philadelphia Gift Show, Ben- 
jamin Franklin Hotel, Philadelphia. 
28-30 — Indiana RJA _ convention, 
Claypool Hotel, Indianapolis. 
29-Oct. 1—3rd Phoenix Gift & 
Jewelry Show, Westward Ho Hotel. 
30-Oct. 3— National Gift Shows, 
The Automotive Bldg., Toronto. 


convention, 


Hotel 
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News of Personnel 








National Silver Co., 241 Fifth Ave., 
New York, has announced the appoint- 
ment of Daniel Mast as eastern dis- 
trict sales manager. 

Mr. Mast, who has been with the 
company for 15 years, will be respon- 
sible for sales of housewares, giftware 
and china and glass in Philadelphia, 
Baltimore, Washington and key ac- 
counts in New York and Newark. 





Mast 


Danie! 


Roy K. Lundeen 


Roy K. Lundeen has been appointed 
sales representative for the Wyler 
Watch Corp. in the states of Wiscon- 
sin, Minnesota, North Dakota and 
South Dakota. He will make his head- 
quarters in Minneapolis, Minn. For 
10 years Mr. Lundeen was connected 
with the firm of S. H. Clausin. 


Leslie Nicholson has been appointed 
western sales manager for Elgin- 
American. He has been with the com- 
pany for three years. Previously he 
was in the cosmetic field with Chulton 
Productions and before that he was 
a movie agent, notable as the discov- 
erer of the star Johnny Weismueller. 


John O’Connor has been appointed 
sales representative in the midwestern 
states for Goldstein-Gerson Co., Inc., 
ring mounting manufacturers. Mr. 


O’Connor has been well known to the 
trade for the past 25 years. 





John O'Conner Roland L. Siskind 


Roland L. Siskind has been named 
sales representative for the Hamilton 
Watch Co. in the Virginia and West 
Virginia territory. Mr. Siskind’s 
previous experience includes five years 


with the Sheaffer Pen Co. 
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The Broder Marks Co., Los Angeles, 
announce new representative appoint- 


ments: John Maglin will cover Calif., | 


and Al Brice, the Pacific Northwest. | 
Both men are well known in the in- | 


dustry—Mr. Maglin for the past 30 
years in New York and on the West 
Coast and Mr. Brice especially in the 
Northwest. Earl Smit will continue to 
represent the firm in Arizona, New 
Mexico, Colorado, Nevada and South- 
ern Utah. 


Seitz & Co., Les Brenets, Switzer- 
land, announce the appointment of 
Claude Metzger, 624 Madison Ave., 
New York, as their American repre- 
sentative. Mr. Metzger will be in 
charge of promotion and service in- 
formation for their ‘“Rubyshock,” 


shock absorber for watches, and for | 


the “‘Lubrifix” combined jewel setting. 
He will also handle the sale of jewels 
to watch manufacturers. Mr. Metzger 
is available for demonstrations of the 
Rubyshock and Lubrifix and will sup- 
ply information on these Seitz prod- 
ucts. 





Claude Metzger William H. Howe 


The Hamilton Beach Co. division of | 


Scovill Mfg. Co. announces the ap- 
pointment of William H. Howe as re- 


gional representative for Florida and | 


Georgia. 


The Janmar Co., wholesalers of 


precision tools, watch materials and | 
supplies, San Diego, announce the ap- | 


pointment of a new salesman. Joe H. 
Arthur, formerly associated with L. 
A. Clark Co., Seattle, will represent 
the firm in Southern California and 
part of Arizona. 


Zodiac Watch Agency announces 
the appointment of William Agins as 
eastern representative. Mr. Agins will 


cover upstate New York and New | 
England, working out of Zodiac’s New | 


York office at 15 W. 44th St. 


Raimond, Inc., Malden, Mass., an- 
nounce that their sterling-silver pic- 
ture frames and gift items will be 
carried by N. Royce Hotchkiss, man- 
ufacturers’ representative covering 
New England; and by Wallace Hill- 
born, well-known representative 
throughout the Southwest. 





Since 1890... 
The World has turned to 


WANG IT: 


For all Types of 
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CHRONOGRAPHS J 


j 


’ THROUGH iF ; 


Write for the 


RACINE CATALOG 


Featuring Timers and 


Lotest 


Chronographs for Every 


Sport and Technical Use 


“JULES RACINE & COMPANY, INC. 


n Fine Time e 1aRYO 


20 WEST 47th STREET, NEW YORK 36. N_ Y 
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Artcarved Motion Display 
Shows Diamonds U.S.A. Award 


A newly-designed Artcarved mo- 
tion display featuring a replica of the 
“Diamonds U.S.A.” plaque recently 
awarded the firm is being offered to 
authorized Artcarved jewelers this 
Spring. 

The black and gold award replica 
is set against a gold-colored wire 
chain link panel. 

A rotating turntable, covered in 
sand-color petal velvet, revolves to 
display Artearved ring boxes. Panels 
in the center of the turntable feature 





Artcarved’s Permanent Value Plan. 

The entire unit is set on a hand- 
rubbed walnut base, is available from 
J. R. Wood & Sons, Inc., 216 E. 45th 
St., New York 17. 


Syracuse China Offers 
Five New China Patterns 


Syracuse China Corp., Syracuse, 
N. Y., is offering five new china pat- 
terns in its new Carefree line. 

The patterns, “Wind Swept,” “Blue 
Mist,” “Flame Lily,” “Finesse” and 
“Serene,” will be advertised in Ladies’ 
Home Journal and Better Homes and 
Gardens. 

Syracuse China guarantees these 
products for one year against break- 
ing, cracking and chipping. 


Sylvania Electric Issues 
Illustrated Guide Book 


A new guide book for commercial, 
industrial and residential lamp users 
has been issued by the Lighting Divi- 
sion of Sylvania Electric Products 
Inc., 1740 Broadway, New York 19. 

Covering more than 1,800 types and 
sizes, the 24-page booklet is a con- 
venient source of reference “on the 
indispensable incandescent light bulb 

. what it is, how it operates, and 
its numerous advantages.” 

The three-color booklet discusses 
filaments, bulb sizes, glass types and 
finishes and kinds of lamp bases. 
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Eterna « Matic Watches Offers 





A new window display being offered 
by Eterna® Matic watches features an 
Alpine scene backed by a red velvet- 
covered rectangle, on which is super- 
imposed a black-banded Eterna watch. 
A tray, also in red velvet, presents 
a series of Eterna® Matic watches. 

The display can be obtained, on re- 
quest, by Eterna jewelers, from 
Eterna Watch Co. of America, 677 
Fifth Ave., New York. 


New Watch Oil Offered 
By Longines-Wittnauer 


Longines-Wittnauer Watch Co., 
Inc., 580 Fifth Ave., New York 34, 
has developed a new watch oil, call- 
ed LO 125, now being used in all new 
Longines watches. 

The new oil, the company states, 
has a good quality of oiliness with 
no spreading either on steel or jewels, 
great chemical stability that will not 
gum with age; it is completely inert 
and can cause neither oxidization nor 
corrosion on watch parts. 

The extremely low point of solidifi- 
cation assures that a watch will run 
even at 22 degrees below zero Fahren- 
heit. The rate of evaporation is so 
slow that a watch oiled with LO 125 





can be expected to run for longer 
periods before servicing. The oil is 
being distributed by authorized 
Longines material jobbers, and is 
priced at $2.75 for a 5 c.c. bottle. 


Ronson Announces Winners 
Of $150,000 Shaver Contest 


Six grand-prize winners in Ronson 
Corp’s. national $150,000 electric 
shaver contest for retail sales per- 
sonnel were announced by Herbert M. 
Stein, general sales manager. 

The contest offered duplicate top 
prizes for contestants from the East 
and West. 

The two first-prize winners, Adolph 
Herskovic of Macy’s department 
store, San Francisco, and Thomas 
McDonnell of Associated Barr Stores, 
Philadelphia, received fully equipped 
1957 four-door Chryslers. 

Second prizes, all-expense one- 
week Bermuda trips for two, went to 
William L. Absher of Roy’s Inc., 
Gastonia, N. C., and M. F. Porter of 
Broadway-Hale Stores, Inc., Los 
Angeles. 





Third prize winners, Rex G. Wilcox 
of Rogers & Co., Mansfield, Ohio, and 
Maurine Statler of Modern Jewelers, 
Tacoma, Wash., received RCA color 
TV sets. 

Thousands of additional 
prizes were awarded. 

Participants were required to com- 
plete in 25 words or less the state- 
ment “I prefer to sell the Ronson ‘66’ 
(or Lady Ronson) electric shaver be- 
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Cause... 


Ronson 


Sheaffer Pen Co-Sponsors 
CBS-TV's “Private Secretary” 


Sheaffer Pen Co., Ft. Madison, 
Iowa, last month became co-sponsor 
of the CBS-TV network show Private 
Secretary. 

Sheaffer’s “White Dot” snorkel foun- 
tain pens, and its ballpoints and car- 
tridge fountain pens, are featured in 
the show’s commercials. 

The program is ideally suited to 
effective point-of-sales promotion and 
for local tie-ins, ad manager G. P. 
Karle noted. 

Private Secretary, starring Ann 
Sothern, comes Tuesday nights at 
8:30 (E.S.T.). 
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Gruen's Spring Promotion Kit 
Features Dimensional Display 


Feature of the new Super Gruen 
point-of-purchase promotion kit for 
Spring is this eye-catching display. 

It demonstrates three watches. The 
satin-backed center showcase is de- 
signed to catch window light. 

Unit is available free to all Gruen 
authorized jewelers with purchase of 
Super Gruen watches. For informa- 
tion write Gruen Watch Co., 630 5th 
Ave., New York 20. 


International Stainless 
Introduces New Baby Set 


International Stainless Deluxe, a 
division of International Silver Co., 
Meriden, Conn., announces a_ two- 
piece baby set which retails at $2. 

The small spoon and fork are in 
the new “balanced place setting” 
spindrift design, with spoon curving 
to the left and fork to the right so 
that even the youngest can tell the 
proper place on each side of the plate. 

The set is packaged with a juvenile 
appeal, and requires little space. 


Norelco Offers Stores 
New “Shaver Center” 


An illuminated display case that 
provides any retail store a “Shaver 
Center” is being offered by North 
American Phillips, 100 E. 4248 Av., 
New York, makers of Norelco Rotary 
Electric Shavers. 

The “Shaver Center” displays new 
Norelco Speedshaver, Sportsman, 
Debutante and Lady Norelco shavers. 
It is equipped with a mirror, adjusted 
to chin level, and has a 110-volt out- 
let available at the sales counter, to 
allow on-the-spot trials. 





The display is 24 in. wide and 13% 
in. high, and is constructed of solid 
basswood with limed-oak type finish. 

The $75 showcase can be obtained 
free on a special stock order. 
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Feature Ring's Acceptance Ring 
Gets Wide Press Coverage 


Feature Ring Co’s. “Acceptance 
Ring,” diamond engagement ring for 
men, has received nationwide press 
coverage, through women’s page edi- 
tors, columnists and wire services. 

First major press notice of Henry 
Peterson’s idea to revive the ancient 
tradition of engagement rings for men 
was by Hal Boyle, AP correspondent. 
Boyle’s column appears in 1000 pa- 
pers. 

Other coverage has come from UP, 
NEA, King Features and Newspaper 
Feature Syndicate. 
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The labor press has covered the 
product, noting that Feature Ring Co. 
is the nation’s largest union shop de- 
voted to ring manufacture. 

A comprehensive sales primer for 
the ring is available through author- 
ized Feature Lock wholesalers, or by 
contacting Feature Ring Co., 130 W. 
46th St., New York. 


Westclox Announces Free 
Tide Display For Dealers 









WESTCLOX | 


Westclox announced a new addition 
to their line of electric alarm clocks. 
Called “Tide” it comes in a plastic 
case with embossed flamingo designs 
on side paneis, and retails at $4.98 
plus tax. 

Other features are a luminous dial 
and hands, insistant alarm, sweep 
second hand, and shatter proof crys- 
tal. The clocks come in pink or yellow. 

Available to dealers from West- 
clox, La Salle, Ill., this free display 
unit measuring 10%x14% _ includes 
four Tide Electric Alarms, two yel- 
low, two pink. 


Heirlcom Sterling Offers 
New Velvet Counter Pad 








Heirloom Sterling division of 
Oneida Ltd. Silversmiths is offering 
franchised Heirloom dealers a new 
counter pad. 


The pad has black simulated leather 
covers, gold stamped, and its inner 
display surface is of scarlet velvet. 


A looseleaf insert adjoining the pad 
illustrates the various Heirloom 
Sterling patterns and depicts Heir- 
loom’s Father-Daughter advertising 
campaign. 

The pads cost $2.50 from Oneida 
Ltd. Silversmiths, Oneida, N. Y. 


Wyler Watch Corp. Publishes 
Watch Repair Service Manual 


Wyler Watch Corp., 131 E. 23 St., 
New York 10, has published a com- 
prehensive service manual for retail 
jewelers’ watch repair departments. 

The illustrated booklet presents 
complete charts on material inter- 
changeability, crystals, stems and 
crowns. 

It includes technical literature on 
the shock-resistant Wyler Incaflex 
balance wheel and waterproof con- 
struction, with instructions for open- 
ing and closing waterproof cases. 

The manual contains a complete 
materials price list. Copies are avail- 
able on request from the Wyler Watch 
Corp. 


Kreisler Develops New 
“Adjustable” Watchband 


Kreisler Manufacturing Corp., 
North Bergen, N. J., has developed a 
new adjustable watchband which fa- 
cilitates adding or removing of links. 





band 


“Adjust-O-Matic” 
features gold-filled tops in yellow or 
white and stainless backs. It is avail- 
able in six styles priced at $5.95 and 
$9.95. 


The new 
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Columbia "Designer's Originals" 
Featured in Window Display Unit 





“Designer’s Originals,” a series of 
exclusively-created diamond ring 
styles, are being offered by Columbia 
Diamond Rings, Jamaica, N.Y. 

The rings series is being promoted 
by ad mats, direct mail, and counter 
and window displays. The window dis- 
play card shown is furnished Colum- 
bia dealers featuring the special “De- 
signers” series. 

The unit comprises a background 
card die-cut to encompass a Columbia 
Ring Box. Attached to the display is 
the “Designer’s Original” descriptive 
fold er, which shows the artist’s 
sketches of each ring in the series. 


Starfire Dealers Offer 
Free Photograph Album 


A new photograph book, Our Wed- 
ding and Honeymoon Album, is avail- 
able to Starfire Diamond Ring 
dealers. This album for newly-weds 
service ties in the dealer’s store 


with Starfire’s national advertising 
campaign. 





Customers can get the album at 
dealers’ stores by presenting a coupon 
from Starfire magazine advertising. 
Ads are currently appearing in every 
other issue of Look, plus insertions 
in Seventeen, Modern Screen and 
Ebony. 

Each album has transparent, 
double-faced acetate pages allowing 
photos to lie flat on gum-surfaced 
mounting sheets. Prints stick easily 
by moistening their edges and pres- 
sing them into place along guide 
lines. Dealers may write 120 W. 
Washington St., Syracuse, N. Y. for 
the album. 
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Father's Day Display Kit 
Offered by Edwin Freed, Inc. 


“It certainly pays to attract women 
to your windows,” says Mr. Jack 
Williams, sales manager of Edwin 
Freed, Inc., 14 W. 23 St., New York. 

His firm, dealing exclusively with 
displays and display materials for 
jewelry stores, has created a brand 
new window display kit to help at- 
tract customers to jewelry windows. 

This 138-piece Father’s Day display 
kit has everything in it, ready for 
use, and wholesales to jewelers for 
only $4.75 plus postage. 

The set consists of display cards, 
window streamers, pennants, window 
strips, lapel badges for personne! to 
wear, and price tickets. 








It is appropriately decorated with 
“Father’s Day” selling themes. 


Wilshire Leather Introduces 
New Line of Leather Goods 


Wilshire Leather Crafters, St. 
Louis, division of Prince Gardner Co., 
Inc., has introduced a complete line 
of leather goods to the wholesale 
market for sale to distributors, chain 
stores, and retailers. 

A national ad campaign in leading 
consumer publications will introduce 
the new line. 

Wilshire items are manufactured 
from grain leathers, including buf- 
falo, cowhides, steerhides, English 
morocco, and reptiles. 

A wide range of pastels are avail- 
able in women’s items, which include 
French purses, cigarette lighters, key 
cases and matched accessories. Men’s 
items include pass cases, billfolds, 
pocket secretaries, and key cases. 

Prices of the items range from 
$2.50 to $25 retail. Six-piece assort- 
ments are available from Wilshire 





in self-service counter displays, re- 
tail-priced at $2.50, $3.50, and $5. 





Wider Range of Dome Sizes 





Gemex Offers Showcase Of 
Fashioned Styled Watchbands 





The Gemex Corp., Union, N. J., is 
offering retail jewelers a counter 
showcase with 72 Gemex watchbands 
in popular 1957 styles. Virtually a 
complete watchband department is in- 
corporated into this showcase which 
features watchbands on a removable 
display pad under a reflection-free 
glass front. 

The display unit is included at no 
extra charge with the jewelers’ pur- 
chase of the Gemex A-697 assortment. 
Cost of the entire unit to the dealer 
is $266.25 while the retail value of 
the 72 watchbands is $586.40. 

Included in the selection of bands 
are 24 individual styles for ladies and 
men in a wide price range from $1.95 
to $5.85 retail cost. 

A complete back-up stock is en- 
closed in seven trays, each containing 
eight watchbands, behind the display 
panel, enabling the jeweler to check 
inventory rapidly and _ eliminating 
wasted space, clumsy cabinets, and 
hunting for stock. 


Crystal Glass Offers 








Crystal Glass Tube & Cylinder Co., 

Chicago, is now making glass display 
domes in a wider range of sizes, for 
covering clocks, figurines, wedding 
cake ornaments and other objects. 

The domes have walnut, mahogony 
or black wood finished bases, and are 
offered in 25 sizes from a diameter of 
2%”x5” high through 13”x27”. 

They can be obtained without wood 
bases (especially for covering clocks) 
in 12 sizes, ranging from 3”x6” 
through 7%”x15”. 

Some of the clock domes have a 
l-inch hole at the top, and all come 
individually packaged for safe and 
easy handling. 
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Speidel Releases New Book of 
Spring-Summer Retail Mat Ads 


Recently, more than 18,000 jewelers 
throughout the United States received 
Speidel’s new Spring-Summer Mat 
Book, vol. 8. 

The table of contents lists general 
ads for men’s and ladies’ watchbands, 
Speidel’s Keymaster, Speidel’s “‘Heart 
Throb” Photo-Idents, Speidel Watch 
Repair Section, plus a gift section 






with special ads for high points in 
the jewelry business. 

Write to Speidel Corporation, 70 
Ship St., Providence, R. I., Att.: Ad- 


vertising Dept. for your free copy. 


New Ad Series for Dealers 
Available from Reed & Barton 


Reed & Barton have prepared a new 
series of newspaper advertising mats 
to help dealers with their promotions 
in coming months. 

The series includes advertisements 
for promotion of Easter, Mother’s 
Day, Father’s Day and bridal gift 
events. 

Emphasis in the advertisements is 
on sterling flatware and on popularly- 
priced Reed & Barton hollowware, 
both sterling and silver plate. 

Mats may be obtained from Reed & 
Barton Silversmiths, Sales Promotion 
Department, Taunton, Mass. 


Opalite, Inc., Offers 
New Display Stand 





Opalite, Inc., 1311 Lombard St., 
Philadelphia 47, Pa., is offering a new 
display to show its White Cross line 
of religious jewelry. 

It measures 7 x 13 in., may be laid 
flat or elevated, and is suitable for 
counter, window or showcase. 

The Opalite crosses come in white, 
crushed velvet boxes. 
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International Silver Designs 
“Junior” Silverplate Display 





















International Silver Co., Meriden, 
Conn., has designed a new merchan- 
dise display to attract attention to the 
Wm. Rogers & Son popular-priced 
silverplated tableware for juniors. 

Theme of the display is “Silver 
Gifts with the Royal Touch for Little 
‘Knights and Ladies.’” It features a 
pink “castle in the air” on a deep 
blue background. 

The 15 x 24 in. display shows a 
complete 21-piece juvenile silver de- 
partment, including child’s cup, rattle 
set, infant feeding spoon and baby 
feeder set, which retail for $3 to $8. 
The display is free with the merchan- 
dise, which has a total retail value of 
$49.95. 

Sales-supporting newspaper mats 
are available to a!l jewelers inter- 
ested in the promotion. 


Lignum-Vitae Offers 
Direct-Mail Campaign 





Lignum-Vitae Products Corp., 96- 
100 Boyd Ave., Jersey City, N. J., 
has prepared a miniature direct-mail 
campaign to aid sales of its “Long- 
Life” gavels and sound biocks to or- 
ganizations. 

The free trial promotion consists 
of 20 ready-to-mail post cards im- 
printed with the store name and ad- 
dress of the using merchant. There 
are four different series of the cards. 

Additional 3% x 5% in. post cards 
may be ordered in lots of 50 or more 
of each series, with or without the 
name imprint, at low cost. 

Lignum-Vitae has also prepared a 
pamphlet entitled “How to Conduct 
a Past Presidents’ Night,” which is 
available with the promotion. 





Karlan & Bleicher, Inc., 
Offers Two New Sales Aids 


Two consumer envelope stuffer- 
self-mailers are being made available 
to retail jewelers by Karlan & 
Bleicher Inc., 136 W. 52nd St.. New 
York 19. 

Distribution of the circulars is 
through wholesalers who distribute 
the Karlan & Bleicher “Perfect-Lock” 
and tes aanansrtnsc ring lines. 
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Each fiver contains the newest cre- 
ations from Karlan & Bleicher’s line 
of rings. Retailers are requested to 
contact their wholesalers concerning 
the circulars rather than Karlan & 
Bleicher. 


Smith Metal Arts Issues 
New Catalog and Price List 


Smith Metal Arts Co., Inc., 1721 
Elmwood Ave., Buffalo 7, N. Y., has 
issued Catalog and Price List No. 52, 
which lists its bronze and decorative 
metal luxury desk appointments. 

The illustrated booklet gives de- 
scriptions and prices of more than 80 
items, six patterns and eight finishes. 
Items include desk pads, pen bases, 
letter trays, memo holders, library 
sets, calendars, clocks, lamps and pic- 
ture frames. 

All listed items, patterns and fin- 
ishes are in open stock. 


Texas Governor Awarded 
Bulova's "Man of the Hour” 





Governor Allan Shivers of Texas 
(left) was named recipient of the first 
Bulova “Man of the Hour Award” at 
a Circus Saints and Sinners luncheon 
in New York. 

He is shown receiving the award, 


a Bulova “23” self-winding watch, 
from W. George Huntington, Circus 
Saints and Sinners president. 

Similar awards will be made sev- 
eral times throughout the year. 
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Jacoby-Bender Offers Display 
Of Waterproof Watchbands 





Jacoby-Bender, Inc., 62-10 North- 
ern Blvd., Woodside 77, New York, 





manufacturers of J-B watchbands 
and idents, is offering a new display 
featuring its waterproof watchbands. 
The swimming pool display is part 
of a packaged promotion which in- 
cludes a morocco-bound book hold- 
ing ten specially-carded waterproof 
watchbands, and a promotion kit. 
During the past two years, every 
part of all J-B waterproof watch- 
bands has been made of a new for- 
mula stainless steel. Research and 
testing have been thorough. 
The new product will be featured 
in leading consumer publication ads. 
The new display and the packaged 
promotion are available free with the 
purchase of each dozen J-B water- 
proof watchbands. 















UNBREAKABLE 


ALLOY 
WHITE 





Yes, there are many white- 
colored mainsprings but only one 
NIVAFLEX—already used in more 
than 30,000,000 watches. Look 
for these NIVAFLEX features. 


UNBREAKABLE — 
NIVAFLEX is 100% resistant to corrosives, 
including acid and salt water. Absolutely 


rustproof. 


ANTI-MAGNETIC — 
NIVAFLEX is not affected by thunderstorms 


or sudden temperature changes. 


WILL NOT SET — 
NIVAFLEX is fatigue-proof — stays at full 
strength even up to 10,000 windings. 


SPECIAL FEATURE! 


HR NIVAFLEX mainsprings 

can be inserted directly into 
the barrel. No winder is 
) needed. Simply place the re- 
taining ring against the bar- 
rel and push spring out. 





MAINSPRINGS 


have been tested for 10,000* windings 
without breaking or showing fatigue 





Bese Sass 


ta 








POPULAR SIZES AVAILABLE! 


129 most popular sizes plus 13 
Chronograph sizes at $5.75 per 
dozen, and 13 sizes for Auto- 
matics with bridles attached at 
$6.75 per dozen. 


AVAILABLE IN ASSORTMENTS! 


Cabinet 60-175. One each of 72 sizes for 
Swiss watches in I-drawer Standard Steel 
Stack-up Cabinet with permanent index 


ID * isciiciiinchakaseniaiigeaam $46.95 


Unit NV-l. Same as above only in card- 
board box. Includes indexes . $3 5.90 


Unit NV-II. 12 popular sizes for Chrono- 
graphs and Vulcain Cricket. Includes chart 
and indexes in cardboard cabinet $6.00 


Unit NV-III. 12 popular Automatic Main- 
springs with bridles in cardboard cabinet 
with chart and indexes ............... $6.95 


Cabinet 60-188. The best 24 sizes in a 
handsome 24-partition leatherette cabinet 
complete with chart showing all the 
models the mainsprings will fit $11.95 








Sold only thru material supply houses. 


Write us or your material supply house for circular 





HAMMEL, RIGLANDER & CO.., Box 100, Madison Square Sta., New York 10, N. Y. 
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*over 28 years in a watch used daily 











A. H. Pond Co. Designs 
Starfire Mat Ad Service 






A. H. Pond Co., Syracuse, N. Y., 
has designed an exclusive newspaper 
mat service to help Starfire Diamond 
Ring dealers capitalize on local news- 
paper advertising. 

The mat service includes one-, two- 
and three-column ads, a variety of 
headlines, and special promotional in- 
sert ads. The mats feature popularly- 
priced Starfire diamonds, and stress 
Starfire’s policy of protective cover- 
age against loss. 


Tie-Tie Prepares 
Gift-Wrap Package 


Tie-Tie Gift Wrappings, division 
of Chicago Printed String Co., 2300 
Logan Blvd., Chicago, has prepared 
a combination package with six em- 
bossed foil ornaments and 18 feet of 
Satintone. 

The ornaments and Satintone rib- 
bon, new materials for decorating 
Christmas packages, will be displayed 
during the May New York Station- 
ery Show at the Hotel New Yorker. 


Speidel Display Fetaures 
Heart Throb Photo-ldents 


Speidel, Inc., Providence, R. I., is 
offering jewelers a three-dimensional 
color display unit to promote its new 
Heart Throb Photo-Idents. 

The 12 x 11 x 2% in. unit holds 


} ows ti 
Heart Thro: 


PM, 


» 
 ? eal: 
tn 


three Photo-Idents, and includes a 
new gift package. 

It is free with purchase of a PI/12 
Photo-Ident Graduation Unit. 

Heart Throb Photo-Idents are ad- 
vertised on the TV program The Ar- 
thur Murray Party. 
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Eigin Watch Offers 
Combination ey Unit 


Elgin National Watch Co., Elgin, 
Ill., has designed a new combination 
window display and counter display. 

Watches are mounted on a remov- 
able pink crystelle velvet pad. 


Artcarved Rings Offers 
Revolving Turntable Display 

J. R. Wood & Sons, Inc., 216 E. 45th 
St., New York 17, makers of Art- 


carved diamond and wedding rings, 
are offering dealers a motion display. 





Ten wedding rings are mounted on 
a cocoa velvet-covered revolving turn- 
table, under a painted metal ribbon. 

The low-level display may be posi- 
tioned up front in a store dindow. 


GE Telechron Presents 
Four Alarm Display Pack 





A colorful display pack, pre-tested 
for consumer attention value, is an- 
nounced by General Electric-Tele- 
chron. Assistance for retail sales per- 
sonnel in selling the clocks is provided 
by information on each model printed 
on the display back. 
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Reed & Barton Announce Third Annual Contest 


Reed & Barton Corp., Taunton, 


Mass., has announced plans for its 
third annual “Sterling-for-Gradua- 
tion” contest. 


Aimed at senior high school girls 
across the country, it is designed to 
create interest in sterling flatware by 
bringing graduating girls into deal- 
ers’ stores to register pattern choices, 
and try for one of the 1,000 prizes 
being offered. 

Reed & Barton provides an attrac- 
tive “Hope Chest” display, plus a 
listing in the contest announcement 
ad in the May issue of Seventeen 


magazine, free of charge to all deal- 


ers who participate in the contest. 

















CALLS 
Engravograph 


A GREAT ASSET 
TO HIS 
BUSINESS 


Ervin Cline for 
Bringelson Jewelers, 
San Pedro, Calif. 
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“The machine ™, 
* is simple to operate; * 
does beautiful work... 
It is an excellent ; 
product anda great ; 
. asset to my , 

business”! ra 


o* 


me se 
on™ “= 


i 


one of the 16,000 jewelers who personalize with 















peli agra Gran 


the tracer-guided 
portable engraving 
machine anyone 
can operate! 


Send for booklet 





rMmew hermes ENGRAVING MACHINE CORP 


13-19 UNIVERSITY PLACE 


NEW YORK 3, N.Y 
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by Henry B. Fried 





JC-K Horolagical Consultant 


The Gyromatic Calibre 2ll 


¢ IN THE QUEST for mechanical efficiency com- 
bined with simplicity and ease of servicing the 
self-winding watch, the new Girard Perregaux 
Calibre 211 presents two novel and noteworthy 
features. One is in the method of attaching the 
oscillating weight to its axle-pinion and the other 
is in the clever design of its reversing transmis- 
sion wheels. Both will be treated separately. 

Many self-winding watches have their oscillat- 
ing weights attached to the pinion post or axle by 
screws which may strip or break or become lost. 
Others are attached by a spring bolt or gib-clamp 
which has to be removed and may fly away, out 
of the tweezers. The Gyromatic use a clavette or 
sliding bolt to unite the weight with its pinion. 
Shown in figure 1 is the schematic drawing of the 
entire self-winding mechanism. This may be re- 
moved as a unit by removing three screws, two 
of which are shown at J, leaving the regular move- 
ment ready for servicing. In figure 1, A is the 
oscillating weight, B is the clavette or sliding bolt, 
C is the slotted post of the oscillating weight pin- 
ion. This pinion is contained between the auto- 
matic bridge D and the lower automatic plate H. 
Two reversing wheels K and the transmission 
wheel O complete the automatic device. 

Figure 2 shows details of the oscillating weight 
assembly and the features of the clavette. As in 
all the drawings, the same letters relate to the 
Same parts for easier cross reference. The 0os- 
cillating weight A is groove-slotted to receive the 
clavette B. The clavette is shown slid back to 
release the oscillating weight A. The clavette 
need not be removed; it is always ready to per- 
form the locking service. 


THE OSCILLATING WEIGHT PINION has a lower 
pivot which rests in a jeweled bearing G set into 


the lower automatic plate (H, figure 1). The 
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pinion shoulder F' fits up through the jeweled 
bearing HL’, which is set into the automatic bridge, 
D. The fact that the pinion C has both ends turn- 
ing in sturdy jewel bearings reduces friction and 
wear and increases the efficiency of the winding 
sequence. The shoulder of F fits up against the 
bottom of the oscillating weight while the slotted 
post of the pinion fits up through the hole in the 
oscillating weight. The clavette B is then nudged 
forward to lock into the grooves of the pinion. 
From this point on, the weight and pinion are 
attached and solidly secured, acting as one piece. 
To manipulate the clavette, it is only required to 
place the tweezers at the rear lip, pushing it in 
the direction required. It will also be noted that 
a snap-lock feature of the clavette prongs insures 
its locking position. Another feature is the sturdy 
proportions of the oscillating weight pinion which 
can easily support the oscillating weight yet trans- 
mit the most movements to the automatic train. 
In the design of transmission or reversing 
wheels for the automatic train, it is often neces- 
sary to mount the wheels on their pinions freely 
so that they may turn independently of them and, 
sometimes, in opposite directions. When they are 
required to turn together, some locking device is 
necessary such as a click. When springs are used 
to activate these clicks, they have the disadvantage 
of resisting some of the winding action. Some use 
self-locking clicks but these take up much space 
on the wheel and the action may not be uniform. 


IN THE GYROMATIC, the new clutch-lock device 
is uniform, positive, has no clicks or clutch and 
is remarkably smooth in its action. Figures 3 
and 4 illustrate its construction and operation. 
Figure 3 shows an exploded view of the Gyro- 


wheels as they are called. From the bottom up- 
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Figure 1 


Schematic drawing of the auto- 






matic device of the Gyromatic cal- 






It can be removed as a 
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unit by removing the _ screws 









shown at J. K and K are the Gy- 






romatic wheels. B is the clavette, 





locking device. 













Figure 2 

Assembly of the oscillating weight 
unit and oscillating weight pinion 
and the locking clavette. Clavette 
B is merely slid back to release , 
the weight from the pinion C. } ‘ieee ~_ — / deel 


mull yt 
Pinion C has both its upper and 
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lower bearing surfaces riding in 


sturdy jewel bearings G and E. 


Figure 3 

Exploded view showing assembly 
of the gyro-wheels. Pinion K fits 
tightly into the shoulder plate L. 
K-L then fits easily into the space 
of wheel M. Roller-dises N, which 
are either lapped, hard-steel or 
functional jewels, fit compart- 
ments of the wheel M, one of which 
is shown in the phantom view in 
the compartment and another 
resting on the shoulder of L. The 
upper plate L-w fits friction-tight 
onto the emerging pinion post of 


K. Assembled, it appears as shown 


in the figure at the right. 








7 



























LR ve Ml he if / fp sa oe train, showing 

7 “ Sy i j i 45 . P 3 the twin gyro-wheels (with plates 
Sh ane \ 

== ad \ > No L-u removed for clarity). Notice 


cd 


i | 





| 


ii 


+ 


4 “Et Ve 


Margene Recs 


! that when the pinion C turns 


judi: 
> ! clockwise, the wheel M-1 turns op- 


fi 

rm Lf 
ul} , Hy / 
] i} 
} mn j ; 
} fi 
lull 
’ > | ; 
| fi 


Y 


posite and causes the rollers N-1 





4 


e to move towards the wider parts 


" 





al 
i) 


=< 





of their compartments without in- 





Tiered 


i 


aut a [ 
N' dy ze yee | oa 


za 


fluencing pinion K-1. However, 





the gyro-wheel, geared to M-2, is 
turned clockwise; this crowds the 
roller discs in the narrowing space, 
causing the unit to lock with its 
pinion-plate K-2, which forces the 
transmission wheel O and its pinion 
P to activate the mainspring 


ratchet. 
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Figure 5 
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quence, the unit of gyro-wheel M-2 
acts idling, with the roller discs, 
N-2, loose in their compartments. 
Notice that pinion K-2 and wheel 
M-2 move in opposite directions, 


as does wheel M-1 during its idling 
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wards, A is the gyro-pinion which fits tightly 
through the lower retaining shoulder-plate L. The 
pinion and plate next fit quite loosely into the 
gyro wheel M which has seven compartments. 
Into each of these compartments are placed the 
small disc-rollers M which are either hardened 
and lapped steel or functional jewels. Into each 
of these compartments is placed one of these 
small roller discs M. One is shown in the phan- 
tom view in one of the seven compartments while 
another illustrates how it rests on the edge-shoul- 
der of plate L. 

When the pinion K, plate L, wheel M and roller 
discs N are in place, the top plate L-u is pressed 
friction tight onto the pinion K. The rollers N rest 
on the edge-platform of L and L-u. The combined 
thickness of the shoulders of L and L-u is slightly 
more than the thickness of the rollers N, provid- 
ing just the right amount of endshake for the 
rollers between the platforms of L and L-u. Study 
the side view at the left for the assembled cross- 
section of the Gyro-wheels. 


FIGURES 4 AND 5 show the entire automatic 
train and illustrate how the Gyro-wheels function. 
In these figures, the upper retaining plates (L-w) 
of each of the two wheels have been omitted for 
clarity. A is the oscillating weight. C is the 
oscillating weight pinion, which in this view is 
turning clockwise and is always (and only) en- 
gaged with the Gyro-wheel M-/ at the left. This 
turns the wheel M-1 counterclockwise. Gyro-wheel 
M-1 is always enmeshed with Gyro-wheel M-2. 
Both M-1 and M-2 are exactly alike in construc- 
tion. Below them are respectively the pinions K-1 
and K-2. The transmission wheel O is directly 
geared to both pinions K-1 and K-2. The trans- 
mission wheel pinion P moves the ratchet R. 

Now turn your attention again to wheels M-/ 
and M-2. Notice that the outer edges of each of 
the seven roller compartments are curved in- 
ward. M-/ is turning counterclockwise. This pro- 
vides more space for the rollers between the 
shoulder edge of plate L-1 and the curved edge of 
each compartment of wheel M-1 as shown by the 
arrow. Thus wheel M-i continues to turn free 
of the pinion K-/. Notice, however, that this 
wheel is enmeshed with M-2, thus causing its 
mate to turn clockwise. In doing so, the curved 
edges of its roller compartments crowd each roller 
so that each of them becomes gripped between 
the compartments’ inner curved edges and the 
edges of the retaining plate shoulders L-2. This 
causes the entire unit (Gyro-wheel M-2,L-2,K-2) 
to act as one. The pinion, turning in the clock- 
wise direction gives the wheel O counterclockwise 
motion. Its pinion P then moves the ratchet. 
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Incidentally, it will be observed that the pinion 
K-1 and its wheel M-1, turn in opposite directions. 
This is because the wheel O, geared to both Gyro- 
wheels, will always move the free pinion in the 
opposite direction from its wheel above. A study 
of figures 4 and 5 will make the reasons quite 
clear. 


FIGURE 5 shows how the winding action oper- 
ates when the oscillating weight and its pinion C 
turn counterclockwise. In this phase, the action 
is directly from C to M-1,K-1, to P,O and R, the 
second Gyro-wheel operates only when the oscil- 
lating weight turns clockwise. Notice that the 
wheel M-1, turned clockwise by the oscillating 
weight pinion C, moves so that the rollers are 
gripped in the narrowing space in each compart- 
ment. This forces them to act as a solid linkage 
between the wheel and its pinion K-1, which in 
turn operates the wheel O and the mainspring 
ratchet R. The Gyro-wheels (M-2 and K-2) in 
this phase act only as an idler, each turned in an 
opposite direction. 

In figures 4 and 5, the click S is shown par- 
tially pushed aside. The following will explain 
why the ratchet wheel will not backlash but re- 
tain even the most infinitesimal winding action. 
Suppose the ratchet in the position shown desires 
to backlash, it will force wheel O and pinion P 
in the clockwise direction. Since wheel O is 
geared to both K-1 and K-2, these pinions will be 
turned in the counterclockwise direction. Turn- 
ing with its attached retaining plates will carry 
the roller-discs towards narrowing, gripping sec- 
tions of the compartments. This will cause both 
Gyro-wheels to act, each as solid wheels and 
pinions. Since M-1 and M-2 are now trying to 
go in the same direction but are geared together, 
they remain locked. Thus any degree of winding 
action is retained. The click S is used mainly when 
the self-winding device is removed and the watch 
is operated manually. 

Should the watch be wound manually, the 
ratchet will turn the wheel O in the counterclock- 
wise action and both pinions (K-/ and K-2) will 
turn freely in the clockwise direction while both 
M-1 and M-2 remain motionless. It can be seen 
from the construction of the Gyro-wheels that 
its catching action is instantaneous, efficient and 
positive since this action is equally distributed 
over seven points of contact. Yet its free-rotating 
phase is remarkably smooth and free, due to the 
roller action of the discs. The Gyro-wheels are 
assembled at the factory and need never be taken 
apart or oiled. 

A study of an exploded view of the watch 
movement will give the servicing hints and oiling 
procedures. Follow these closely and carefully. 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


ROLEX TECHNIQUES: I have read 
many articles of yours in the 
problems of and their remedies 
in the field of repairing watches. 
I have found these articles very 
interesting and beneficial. I! 
have asked many watchmakers 
the questions that I have for you 
and it seems that none of them 
can come up with a satisfactory 
answer. 

Question—Do know of 
any way to take the back off a 
Rolex case that has not been 
opened for sometime, and the 
back has become frozen. I have 
the W.P. (waterproof) case 
opener and the jigs for the Ro- 
lex case, and can usually get the 
case opened, but usually I will 
mar up the back of the case. 
To me a case that has been 
marred or marked up is the sign 
of poor workmanship and a 
sloppy job. 


you 
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Question—Is there a tool on 
the market for the removal of 
the roller from the balance of 
the Rolex? If not, can you ad- 
vise me of the best way to re- 
move the roller from this par- 
ticular balance? M. W. Bran- 
ford, Key West, Fla. 


Answer: I have contacted Mr. 
Donze of the Rolex Corporation 
about your problems and he told 
me that with some of the older 
cases which is one you might 
have, there is a difficulty in 
opening the backs due to the 
fact that the gaskets have be- 
come “set” and form some sort 
of binder with the case back. 
Even the proper wrenches and 
the jigs that they had at the 
time might find such a job a dif- 
ficult one. Mr. Donze told me 
that with the new type of gasket 
which is more flexible and main- 
tains its “life” longer, subse- 
quent removal of even very 
tight cases should not be diffi- 
cult. I would suggest that 
when you have waterproof 
watch cases opened and are pre- 
paring to close them, you smear 
some winding lubricant on the 
gasket. This will make the clos- 
ing of the case easier and will 
prevent the case back grabbing 
the gasket and tearing or crimp- 
ing it. It also acts as a sealant 
and aids subsequent removal of 
the case back. 

In regard to the removal of 
the roller from the Rolex bal- 
ance, the N. Y. agency recom- 
mends the use of the Bergeon 
roller remover shown on page 
116 of the Bergeon catalog. 
Either of the two roller remov- 
ers shown will do. The rollers 
may also be removed by placing 
the roller in a chuck in the lathe 
and grasping the hairspring col- 
let in the chuck of the tailstock 
chuck holder. Twisting this wil! 
also remove the roller. 


SOLDERING SILVER PINS: I sawed 
out by hand 25 silver pins such 
as butterflies and want to find 





out the quickest and most eco- 
nomical way to assemble—be- 
fore enameling with transpar- 
ents—what pins and catches to 
withstand 1500°. W.H. Ham- 
mond, Brookline 46, Mass. 


Answer: For best results, 
solder sterling silver joints and 
catches using a “hard” or high 
fusing silver solder. Care should 
be taken when enameling in or- 
der to prevent the solder from 
flowing during the firing cycle. 
After the pieces have been en- 
ameled and cleaned, attach the 
pin-tongs and finish. 

A less desirable method is to 
enamel the pins first and then 
later soft-solder ready-made pin 
backs which are available in all 
sizes. Careful soft soldering 
will not affect the enamel. 


* * * 


CONDENSATION: Would you be 
good enough to answer some 
perplexing problems for me? My 
first problem is this: How is it 
that a new waterproof watch 
that appears to be tight and se- 
cure will collect condensation 
under the crystal after having 
been worn for a short time by a 
customer? Is it possible to be 
resistant to water and yet show 
this condensation? 
REMOVING GUNK: My 
question is concerned with the 
removal of or loosening the 
grease or gunk from watches 
that are caked up at the stem 
and on the jewels. I have been 
dipping these watches in car- 
bon-tet and then I buff and peg 
out the jewel holes before put- 
ting the watch into the cleaning 
machine. Can you suggest a 
faster or better way of pre- 
cleaning these watches before 
running them through the ma- 
chine? And again, do you sug- 
gest a cleanser for hairsprings 
that are oily or sticky. I have 
tried several of the so-called 
One-Dip and Quick-Dip solu- 
tions that are on the market but 
in many cases have found them 
PLEASE TURN TO PAGE 150 
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No! No! 
Dont Bury it 


IT TAKES MONEY TO MAKE MONEY 







Don’t consider the WatchMaster as a 
‘“‘purchase” but rather as an investment pay- 






ing exceptionally high dividends. Many, yes 






many, say that it returns its cost within a year 






and “it has paid for itself many times over.” 






You can have a WatchMaster on an easy 






monthly payment plan... while it makes 






money for you. 






But its long life, low maintenance cost, con- 





sistent accuracy and dependability are also 






important factors in a wise WatchMaster 





investment. 





Therefore, original cost is of little consequence 





in consideration of the greater profit on invest- 






ment when you owna... 
















WATCHMASTER 


Gear shift provides straight-line, 
on-time records for odd-beat 
watches. Watchholder tests cased 
watches or uncased movements in 
any position. Microphone snaps 
out for testing clocks, also watches 
on customers’ wrists. Hairspring 
vibrator is a part of watchholder. 
Earphones included. Other features. 


ELIMAG 
Bench Companion to the WatchMaster 


Eliminates completely all magnetic 
effects from any assembled watch or 
parts in 449 second. 15 times stronger 
than ordinary demagnetizers. 





American Time Products, Inc. 
580 Fifth Avenue, 
New York 36, N. Y. 
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wanting. Chas. A. Simms, 648 
Main Street, Reading, Mass. 


Answer: The condensation 
question has been asked so often 
and answered recently here that 
I hesitate to answer you through 
these columns again but I am 
sending you a copy of a booklet 
written by Richard Slaugh, 
president of the Horological In- 
stitute of America and head 
watchmaker of the Hamilton 
Watch Company. This covers 
the entire question of watch 
condensation and should give 
you a complete answer. Readers 
who desire a copy of this may 
secure one by writing to Mr. 
Slaugh at the Hamilton Watch 
Co., Lancaster, Pa. However, a 
very short answer to your num- 
ber one question is NO. 

In regard to the loosening of 
the matter which you find, there 
is very little I can add to the 
method you are using except 
that I do not recommend the use 
of carbon tetrachloride at all for 
any watch parts. Aside from 
its danger to the human system, 
it causes rust to form later upon 
the steel watch parts through its 
action with the air surrounding 
the area in which you work. You 
might try dipping your pegwood 
stick into alcohol or watch cleans- 
er and this will do a quicker 
job. When you come across stuff 
like that on your jewels, it prob- 
ably got there by someone who 
merely added oil rather than 
took the watch apart and clean- 
ed it. The new oil and the old 
dried-up oil or partly dried oil 
acted together and caused this 
resinous substance to form. Also 
oils differ so much in chemical 
structure that one oil may act 
as a catalyst upon another and 
cause the oils applied to hecome 
a semi-solid. Hairsprings that 
are sticky should be cured with 
these quick-acting chemicals but 
why not try good alcohol (not 
necessarily the drinking vari- 
ety)? Also placing the hair- 
spring on a piece of pithwood 
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and gently brushing it with a 
soft brush dipped into alcohol 
will often cure this stickiness 
that so often persists. Also 
never eliminate the possibility 


of magnetism. 
* * * 


WHEN IS IT IN BEAT? I have in 
my shop a 1187 A. Schild move- 
ment fitted with an Ernest Bore! 
patented regulator assembly. 
Without a timing machine how 
is it possible to tell when it is in 
beat after removing the hair- 
spring even though the instruc- 
tion in the back of the case 
shows how to do this? Just 
what is the advantage of this 
patent? I will appreciate all in- 
formation you may have to of- 
fer. Joe F. Pitts, Sr., Sharon, 
Tenn. 


Answer: The device you are 
referring to is called the In- 
castar patent and is used by the 
Borel on their watches. Figures 
1 and 2 here will help to explain 
this to you. In Figure 1, B is 





Fig. i 
the hairspring which has no 
stud but terminates between two 
rollers and its end part merely 
rests against a post directly un- 
derneath C. A is the top part 
of the active roller and, as you 
can see, moving this in either di- 
rection will draw in the hair- 
spring or let it out much like the 
wringer on a washing machine. 
Notice that on the nut A, mov- 
ing it in the counterclockwise di- 
rection will shorten the hair- 
spring (+-) and make the watch 
go faster while turning this nut 
clockwise (—) will lengthen the 
hairspring and cause the watch 
to go slower. Now refer to the 
sketch Figure 2. Notice that 








A 


Fig. 2 

the hairspring is between the 
two rollers at A. A _ strong 
spring E shown in both illustra- 
tions presses upon the outer rol- 
ler and serves to gather in the 
let-out hairspring. This causes 
the balance to go “out of beat.”’ 
To place the balance back in 
beat, it is only necessary to place 
a slitted tool or screwdriver in 
the slot at D and cause the en- 
tire device, mounted on C to 
move one way or the other until 
the roller jewel, fork, pallet ar- 
bor and escape-wheel center are 
on one line when the watch is 
without power. Another method 
of testing in beat is to observe 
whether the escape tooth’s en- 
trance corner is resting in the 
center of a pallet jewel’s lifting 
surface when the watch is with- 
out power. 

The makers of this device 
claim that putting in beat easily 
is one of the cardinal features 
of this device. The other good 
feature is the fact that there is 
no sideshake of the hairspring 
between the regulator pins, as 
there are no regulator pins in 
this device at all, their place be- 
ing taken by the two rollers 
which press against the hair- 
spring, clamping it in place. 
This is superior because, it is 
claimed, it does awav with the 
multiple errors inherent with 
the use of a regulator with pins. 
Chronometers, they point out, 
are “free-sprung,” that is, have 
a rigid terminal in a stud with- 
out the use of a regulator. Regu- 
lators with regulator pins are 
merelv a convenience to bring 
the varving watch to time. The 
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THE JEWELERS’ CIRCULAR-KEYSTONE 








Keep repair jobs waterproof with BOREL ROUND WATERPROOF GASKETS 


REFILL STOCK WIDTHOF INSIDE 


ca Oo og : L NUMBER NUMBER BAND M/M DIA.M/M 
q 616} 16.50 
6203 





19.80 
20.35 





Here you will find the most complete selection of 
Waterproof Gaskets on the market. The same top- 
quality Gaskets used by Switzerland’s finest 
watch factories. 

Eighty-four numbers . . . individually packaged in 
standard material envelopes, clearly marked for in- 
stant selection and easy re-ordering. Send for one of 
these time-and money-saving assortments, today! 


SSASASSSSSSB¥E 





No. 58/1—84 Gaskets 
(] each of 84 sizes) 


No. 58/3—252 Gaskets 
(3 each of 84 sizes) 


No. 55/3—48 Gaskets 
(3 each of 16 best sizes) 
No. 56/3—27 Rectangular Gaskets 
(3 each of 9 numbers) 











Order individual numbers from this chart 
; Doz $ 65/12 Doz $1.20 /Dozen 


Sail Through the Day Relaxed with these 


MODERN BOREL TOOLS 


Designed to make your work Easier, Faster, Better! 


No. 1 Lock-tite Move- | No. 3 One-piece Roller Remover | No. 5 Waterproof Case Vise — 
ment Holder — for any | —an amazing new tool that | with spring-loaded jaws that hold 
shaped movement from | makes roller-removing fun....$1.95 | cases in a bear hug grip......$2.95 
33 to 12 Lignes....$2.95 
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No. 2 Three-Jawed | No. 4 Waterproof Case Opener— | No. 6 Crystal Inserting Set—De- 
Movement Holder—for | slim, trim, handsome, with revo- | signed especially for “tension- 
round movements from lutionary speed-grip, a ring” crystals, but perfect for 
8/0 to 18 size 3. jaws $8.75 | regular waterproofs, too! Com- 
plete with accessories $18.75 
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Jules Borel & Co. 


WATCH MATERIAL IMPORTERS AND DISTRIBUTORS 
Suite 650 * 1015 Walnut Street * Kansas City 6, Missouri 
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BETTER EQUIPMENT—BETTER GOLD PLATING 





SPECTRANOME PLATING CO., 


N. Y. 14, N. Y. 


336 W. 13th ST. 


The modern barrel plating equipment at 
Spectranome makes two things possible. 
First of all, it means more uniform, more 
durable plating for your small findings. 
Our automatic equipment and controls 
also mean lower prices for this top 


quality plating. 





Why not call Spectranome on your next 
plating job? Better gold plating will 
make YOUR product BETTER. 


INC. 


AL 5-8677 





di 














SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts about B.TS. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S. course, and will be mailed you, free: 
write for it. 

Courses in Watchmaking, 
Jewelry Repairing. 
Bowman graduates pass the Certified Master 
Watchmaker tests of H. I. of A., or any State 
Board examinations. 

Highest authorities say, “B. T. S. is the bess 
school,” and the best jobs await Bowman 
graduates. 

Write for free book “Your Future and Our 
School” which shows how many finest jewelry 
businesses have been built on thorough Bow- 
man Training. 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


Engraving and 


Charles Ezra Bowman, 
Registrar 


John J. Bowman, 
Director 


Courses Approved for Korean and Other Veterans 
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Stamp names or monograms 
on 

Fountain Pens + Writing Papers 

Leather Goods - Gift Items 


Quick service clinches sales 











This beautiful mono- 
gramming adds “buy 
appeal” to your mer- 
chandise. Stimulates 
sales. Goods stay sold 
and cannot be returned 
for credit or exchange. 












You can rent a 
Kingsley Machine 
| on easy terms. 


Write for details. _—~> oe 











KINGSLEY STAMPING MACHINE CO. 


HOLLYWOOD 38, CALIF. 
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FREE WO BOOKLETS 


Shows An 
Amazing New Way To 
TURN PAST DUE INSTALLMENT 
ACCOUNTS INTO CASH! 
Quickly And Easily At 
Lowest Possible Cost. 


If you have P & L or Unpaid Installment 
Accounts on your books and you’ve been 
unable to collect them yourself—prepare 
for a pleasant surprise! Credit Information 
Bureau will tell you where your debtor 
lives — where he works and where he 
banks. What will it cost you? LESS THAN 
THE COST OF A PACK OF YOUR FA- 
VORITE CIGARETTES. You can’t afford 
to be without this service. Your delinquent 
debtors are working — why not collect 
from them now—while “times are good for 
them’”’ and the iron is hot? Send Today 
for 2 FREE INFORMATION booklets 
“How To Out-think Your Debtor” and 
“Skip Tracing Made Easy.’’ There is no 
cost or obligation. No salesman will call. 
The few minutes you spend reading this 
booklet may help you collect more money 
than you ever thought possible. You owe 
it to yourself to send for these booklets 
Now! 


CREDIT INFORMATION BUREAU 
DEPT. JK6, 3644 MAIN ST. 
BAST ORANGE, N. J. 


Free! Tear off and mail ad now! 
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STOPWATCH 


Largest selection 

of quality Stop- 
watches and 
Chronographs in 
America. Quick 
service for jewelers. 


| ALL MAKES REPAIRED 


WRITE TODAY FOR CATALOG 


M. DUCOMMUN (CO. 


580 Fifth Ave. oe NEW YORK 36 





ACON WATCH CROWN CO. 
50 Eldridge St., New York 2, N. Y. | 
Manufacturers of Gold Filled Crowns 
Sold through Wholesalers & Jobbers 





WATCH REPAIR 


Dependable + Fast * Economical 


Over a Quarter-Century 
of Service 
. 
Watches Insured and Safeguarded 
n Holmes-Protected Vaults 
. 
All Work Watchmaster-Tested 
: ‘ 
Ask for Price List 
or Send Trial Order 


Cooper s Watch Repair Co. 


48 West 48th Street. New York 34. N. Y 
Plaza 7-1740 


FOR MAy, 1957 





| got 





FROM PAGE 150 


Incastar people (Incabloc com- 
pany) point out that regulating 
is done with the moving of the 
roller nut A. Additional in- 
formational and illustrated 
material on this device may be 
obtained by writing to the Borel 


_ people at 1015 Walnut, Kansas 


City 6, Mo., or by writing to the 
Incabloc Corp., 15 West 46th 


| Street, N. Y. 36, N. Y. 
REVIEW OF THE 


FOREIGN TRADE PRESS 


| Federation of Watch Manuf ac- 


tures (Swiss) No. 7/8, 1956. 
An article on Pierre-Frederic 


_ Ingold who had much influence 
'on the use of automatic ma- 
_chinery in the manufacture of 
'watches. The article states that 


the American watch industry 
its start with machines 
(1852) designed by Ingold. He 
is best known by the Ingold- 
fraize, a type of tool that shaped 


| wheel teeth by rolling a serrated 


pinion into the spaced wheel. 


A very good article on “What 


can be expected of a_ water- 
tight watch?’ admits that a 
satisfactory plastic sealant for 
joints has not yet been found. 
Round glasses provide better 
seals than shaped ones. 





HOLA T TE ES One e EET Mees 


This delightful Little Golden Book 


| will be of great service both to the 
_ watch industry and to parents. A joint 


production of the Gruen Watch Co. 
and Simon & Schuster, publishers, it 
teaches time telling by means of a 
dial with real watch hands that the 
child can turn with his fingers. 

The story concerns the adventures 
of “Tommy-Too-Late” who, after get- 
ting a watch and learning how to use 
it, becomes “Tommy - On - Time.” 


stg rcaanimmer terion mene sins mete AMI 








. ‘THE 


Security 
Mainsprings 


FOR SWISS WATCHES 


Hand Made 
® Hand Polished 
® Hand Finished 


Recognized as the finest 
by watchmakers for over 
ASK YOUR 

JOBBER 


30 years. 
NEWALL 
about Security Main- 
springs in the “Card 
Indexed” file cabinet. 





MEG. c¢c 


NEWALL 








- 


oiniata ue 


boudoir 
clocks 


Precious Swiss 
miniatures, artis- 
tically hand-painted. 
Choice of green, 
black, ivory or blue. 
Fully Guaranteed. 
Only $§95 





JULES BOREL & CO. 


1015 WALNUT @ KANSAS CITY, MO. 











WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, tll. 


Students may enroll at any time of the year 
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RATES AND REGULATIONS 


CLASSIFIED ADS 


Remittance in Advance 


“SITUATION WANTED”—Regular type $2.00 first 25 words; addi- 


tional words, 10 cents per word. Heavy type $7.00; 


addi- 


tional words 25 cents per word. 


“HELP WANTED”—"“LINES WANTED"—and “SIDE LINES”—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 


words; 

® Name, Address, Initials and Abbrevia- 
tions count as words. 

© If answers are to be forwarded, 20 cents 

extra to cover postage must be enclosed. 


® No Agency Commission. 


In answering Box Numbers address envelope 


additional words 30 cents per word. 


©@ Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


“Box —,” care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, 


PA. 





cna NRE NCR Na i me 
Situations Wanted 





WATCHMAKER, engraver, wants position 
= eT Address “G., 2917,” care of 
C-K 


SALESMAN—now calling on fine jewelers 
in the south; would like to add an es- 
tablished line on commission. Address 
Box soir: 2801, care of JC-K. 


DIAMOND expert with lifelong experience 
in positions of trust is open to accept 
similar responsibility ; first class refer- 
ences. Address ‘“298,"’ care of JC-K. 


DIAMOND buyer; 10 years of experience 
in all phases of loose and mounted dia- 





monds; excellent background; refer- 
ences. Address “F., 2943,’ care of JC-K. 
JEWELER, 12 4xyears’ experience on 


stamped platinum, light hand made gold 
specials and some repairing wishes posi- 
tion; moderate salary. Address “306,” 
care of JC-K. 


WATCHMAKER = salesman clock and 
jewelry repairman; B.T.S. graduate; 
n.at appearance; best of references: 20 
years’ experience. Address “D., 2818,” 
care of JC-K. 


DEPENDABLE watchmaker 25 years ex- 
perience on all watches and clocks with 
good habits and appearance wants posi- 
tion in sea shore resort. Address *304,”’ 
care of JC-K. 





JEWELER, 12 years experience on 
stamped platinum, light hand made gold, 
specials and some repairing, wishes pos- 
ition; moderate salary. Address ‘306,”’ 
care of JC-K. 


JEWELER, 27, 


first class repairman, 10 
years experience, some _ stone-setting ; 
desires to relocate: Indianapolis pre- 
ferred but consider any other city. Ad- 
dress “S., 2843,"" care of JC-K. 
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NEW YORK diamond and jewelry ex- 
pert age 48 excellent reputation; 
28 years of buying, mounting, mer- 
chandising; manufacturing and 
wholesale; relocate. Address “G., 
2832,” care of JC-K. 





WATCHMAKER, jewelry repairman, esti- 
mating, 12 years experience, family, 
age 35, desires permanent position, Kan- 
sas, Nebr.; mo. salary, guarantee plus 
Saree ree. Address “I., 2932,” care of 





REPRESENTATIVE desires connection 
with known diamond concern; twenty 
years same territory south and south- 
west including Texas, Louisiana calling 
—_ stores. Address “305,” care of 








— —EE — 


w ATCHMAKER senaiano manufacture, 11 





years experience, age 34, cwn equip- 
ment; wants position in good store, 
Iowa or Minn.; must have plenty of 


work in order to make above average 
salary. Address “J., 2922,” care of JC-K. 





WATCHMAKER, clock and jewelry re- 
pairman, salesman; 11 years retail store 
experience, married, reliable and aggres- 





sive, secking permanent position with 
fine meses age 36. Address “302,” care 
of JC-} 

HIGH class leeteighiey. mechanic; 30 


years expericnce; chronograph; le coul- 
tre baquettes, patek-phillippe repeaters ; 
sea chronometre chime, hall clocks; 
wants position with first class very 
store. , Addr: ss “303,” care > of JC-K 





EXPORT sales; young man 35 seeks posi- 
tion with an ‘established export firm to 
Latin America; experienced on sales, 
buyer fine jewelry, watchmaker, fluent 
Spanish, excellent references and con- 
tacts. Address “B., 2956,” care of JC-K. 








CREDIT expediter; 51; salesminded: 
strong closer ; difficult collections with- 
out garnishee, replevin recourse; envi- 
able knowledge retail jewelry business ; 
minimum salary Se 000; Address “S., 
2933,” care of JC-K 

















SALESMAN ; 


thoroughly experienced in 
better type jewelry outlets; can do any- 
thing around a store; watchmaker ; now 
employed; New York vicinity. Max S. 
Levine, 3220 Netherland Avenue, Bronx 
63, New York. 


DIAMOND, assorter and appraiser; ex- 
pericnced in mounting rings, fill orders; 
number of years with large ring manu- 
facturer; references; New York City 
— Address “P., “300,” care of 











BOOKKEEPER, girl Friday to retail or 
manufacturing jeweler, many years ex- 
perience ; extremely capable, trust- 
worthy, personable; seeking responsible 
position in New York City or ow 
Address “W., 2903,” care of JC-K 


TRY me; we will both benefit; desire 
good chain store connection; ten 
years well rounded experience, 
operated own store 6 years; college 
graduate, 32, married, will relocate 
for right opportunity. Address, “‘L., 
2910,” care of J C-K. 


MANAGER or assistant, college back- 
ground in retailing; jewelry training, 
experienced in sales display, credit buy- 
ing, advertising and promotions, age 31 
married; seeking position with good 
future. Address “R., 2941,” care of 











LOS ANGELES; incomparable retail ex- 
perience, sales-building record with top 
California and New York independent, 





chain, major department stores; buying, 
selling, promotion, managerial; dia- 
monds, watches, jewelry. Telephone 


DUnkirk 7-2865. 








WATCHMAKER desires permanent posi- 
tion with well established first class 
store requiring the best in service; 30 
years proven ability as repairman and 
manager of repair department; finest 
references; interview if possible. Ad- 
dress “H., 2918,’ care of JC- 





WATCHMAKER wants permanent a. 
tion with good store or watch Co., 29 
years at bench; have owned and oper- 
ated store, also trade shop; capable of 
taking care of large rep. department; 
my salary $100. per week; for informa- 
tion, Address “W., 2960,” care of JC-K. 


AGGRESSIVE salesman, executive type; 
hard worker, 7% years experience ; trav- 
elling New York thru Virginia, selling 
to jewelry wholesalers and jewelry man- 
ufacturers, desires connection with fine 
caliber firm; will give your line complete 
and aggressive coverage. Address ‘M., 
2945,” care of JC-K. 


WATCHMAKER, certified, 7 years. exper- 
ience estimator ; excellent diamond and 
front man; right hand man to owner 
in first class store; energetic, trust- 
worthy, reliable non drinker wishes 
security with future; prefer Eastern 
seaboard; sterling references. Address 
“A., 2939,” care of JC-K. 

REMODE LING and special orders : “fast 
repair man; 10 years last position ; 15 
years manufacturing platinum and gold ~ 
casting and mould making; willing to 
take charge of shop or work at the 
bench ; will travel; good reference; mar- 
ried and steady workman; can estimate 
and take in repair work. Address “S., 
2929,” care of JC-K. 




















DIAMOND buyer having fully saniieeia 
Fifth Avenue offices wishes to buy for 
reputable manufacturing firm; will also 
pick diamonds for rings for setting de- 
partment; have exceptional knowledge 
and contact capable of handling vast 
production; have also additional help 
in office; many years of conscientious 
executive ability; excellent references. 
Address “301,” care of JC-K. 





WATCHMAKER, 36, married; 16 years 
experience including all types fine 
watches, minute repeaters, and estimat- 
ing repair work; have managed shops; 
excellent watchmaker, close regulation 
and position adjusting; executive ap- 
pearance, excellent customer contact 
man; northeast or north central states, 
consider all offers; $125 per week plus 
bonus arrangement. Address ‘“‘C., 2925,” 
eare of JC-K. 





THE JEWELERS’ CIRCULAR-KEYSTONE 





PARTNERSHIP disagreement makes 
available capable 35 year old executive; 
thoroughly experienced in every phase 
of merchandising, credit, and sales per- 
taining to a live promotional credit 
store; can assume complete responsibil- 
ity as right hand man to owner who 
wants to live, relax a little, and enjoy 
his money; college graduate, married, 
10 years of business experience as own 
employer, finest references, Address 
“A., 2944,” care of JC-K. 


Saale all ier esteem emeeemeememnaetaaeeameel 
Lines Wanted 





SALESMEN, 2, one for eastern and one 
for midwest territory; top connections 
with jewelry and dept. stores; seeks 
established reputable manufacturer. of 
+ Os jewelry. Address “297,” care 
oO -K. 


DISTINGUISHED nationally acquainted 
salesman seeks unique ring line compris- 
ing finest quality diamonds, jade, pearls, 
lapiz sapphires, rubies, emeralds; lib- 
ee Address “S., 2904,” care of 








EXCLUSIVE distribution or agency for | 


midwest for first class manufacturer or 
importer wanted by long established well 
rated wholesaler with offices and stock- 
room in Chicago loop; Address Circular 
#342, JC-K, 360 North Michigan Ave- 
nue, Chicago 1, Jllinois. 


Side Lines 





MIDWEST: salesman wanted calling on 
wholesalers and material jobbers to rep- 
resent importer of watch materials and 
tools. Address “A., 2865,” care of JC-K. 








TEXAS lower south territory open for ex- 
perienced man to carry fine 14K jewelry 
line; many established accounts. Ad- 
dress “C., 2955,” care of JC-K. 





SALESMAN calling on retail jewelry 
stores, southern states to carry sideline 
of Whiting and Davis jewelry and mesh. 
Address “‘D., 2891,” care of JC-K. 


CULTURED 
covering New 
to carry a complete 
pearls. Address “A., 
JC-K. 


pearls: salesman wanted 
York metropolitan area 
line of cultured 
2866,” care of 


SALESMAN; quality plastic and velvet; 
ring and watch boxes to retail and chain 
jewelry stores; liberal commissions, 
many territories open. Address “R, 
2927,” care of JC-K. 





SALESMAN to represent manufacturer of 
ladies and gents stone rings; must have 
non-conflicting line; all territories open ; 
commission basis; Address “299,” care 
of JC-K. 








SALESMAN calling on retail jewelry 
stores, Ohio, Indiana, Michigan, Penn- 
sylvania to carry sideline of Anson and 
other selected items. Address “M., 2748,” 
care of JC-K. 


SALESMAN wanted to carry our line 
ladies and gent stone rings 10K and 
14K; also 14K crosses to the jobbers on 
commission; for New York City; Ad- 
dress “C., 2953,” care of JC-K. 

SALESMEN, with following among jew- 
elry, gift, religious and department 
stores: from manufacturer a line of 
neck chains in all qualities, good deal. 
Address “E., 2934,” care of JC-K. 





MIDWEST traveling salesman want to 
carry as sideline a ladies gold mounting 
line to jobbers and wholesalers; draw- 
ing against commission. Address “W.., 
2862,” care of JC-K. 








AVAILABLE for mid and _ southwest 
salesman, short diamond set ladies gold 
ring line and diamond set watch cases 
and attachments: draw against commis- 
sion. Address ““W., 2863,” care of JC-K. 


SALESMEN with established territory 
for popular priced stone rings, and 
diamond line; commission; state ex- 
perience, territory and references. 
Schwartz Jewelry Co., Inc., 850 Elk 
Street, Buffalo 10, N. Y. 








i 
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SALESMEN with established following to 
carry sensational new line of men’s 
sterling jewelry attractively priced to 
jobbers and wholesalers; commission ; 
most territories open. Address “P., 
2940,” care of JC-K. 


SALESMAN who is interested in a side 
line consisting of wedding rings, stone 
rings, diamond engagement rings etc., 
a very fine product; commission basis; 
state territory and experience in first 
letter. Address “‘S., 2913,” care of JC-K. 








SALESMAN established following retail 
stores; quality watch band direct from 
manufacturer; give complete informa- 
tion; territory covered; Cromwell In- 
ternational Inc., 800 Fifth Avenue, 
Brooklyn, N. Y. 


TRAVELING salesman wanted to carry 
our line ladies & gent gold birthstone 
rings and 14K crosses to jobbers: on 
commission ; Chicago man for the Pacific 
Coast. Address “C., 2822,” care of 
JC-K. 

EXPERIENCED display salesman for 
sideline of velvets and jewelry display 
fabrics, mirrored displays and seasonal 
plaques; compact line, choice territor- 
ies. Color Brite Fabrics, 29 E. Court 
Street, Cincinnati, Ohio. 


EXPERIENCED salesmen wanted for 
Apex Quadra-Flex watch expansion 
band line; many territories available; 
send complete resume to Apex Acces- 
sories Company, Inc., Greenwich, Con- 
necticut. 

SALESMEN for fine watch line, retails 
from $71.50 calling on quality 
jewelers; protected territories avail- 
able; draw against commission; 
only those with excellent references 
need apply; complete information 
first letter. Address “F., 2680,” 
eare of JC-K. 

SALESMEN calling on first class stores 
east coast also middle west territory 
open with non-competitive line to 
carry our distinctive SS and 14K 
men’s jewelry line; very liberal com- 
mission; our line long well estab- 
lished in top N. Y. and eastern ac- 
counts; also fast developing 14K 
women’s and ring line; please state 
references and exact territory now 
covered. Address, “F., 2919,” care 
of J C-K. 

















Help Wanted 





WANTED; A-1 jeweler, who can repair 
and set stones. Address “V., 1461,”" care 
of JC-K. 


WANTED, two A-l watchmakers: per- 
centage basis only. Address “T., 1460,” 
care of JC-K. 








ENGRAVER for trade shop: 5% 
week, $6000 per year: J. B. Beam Com- 
pany, P. O. Box 1111 Charlotte, N. C. 








LARGEST line of sterling silver and 
silver plated hollowware needs top notch 
representative for Pacific Coast terri- 
tory. Address “F., 2901,”" care of JC-K. 





FIRST class jewelers age from thirty five 
or over with business ability and capable 
of operating a small shop; write in de- 
tail. Address “S., 2906,” care of JC-K. 

WANTED: combination watch repairman 
and salesman: favorable working con- 
ditions: many extra benefits: Apply 
Box 225, Lawrenceville, Virginia. 


EXPERIENCED jewelry repairer for 
steady employment in air-conditioned 
retail jewelry store in Massachusetts. 
Address “G., 2821,” care of JC-K. 

















SALESMAN wanted to carry line of 14K 
mountings, bridal sets on West Coast; 
prefer man with wholesale and jobber 
background. Address “G., 2938," care 
of JC-K. 


WATCH salesman with following among 
wholesal-rs, dept. chain stores wanted 
by importers of fine 17 jewel popular 
priced Swiss watches with exclusive 
features. Address “B., 2950,” care of 
JC-K. 


SILVERPLATED holloware salesmen or 
resident men; experience with depart- 
ment stores; choice territories open, con- 
sider kindred line; commission basis. 
Address “F., 2930,” care of JC-K. 




















WANTED manager for progressive live 
retail credit jewelry store in Connecti- 
cut; state age; references; choice of 
two store locations. Address “S., 2825,” 
care of JC-K. 


CREDIT manager opening for experi- 
enced man with leading jeweler, 
southern community; top salary; 
write stating experience, family sta- 
tus, salary record, photo if possible. 
Address “D., 2923,” care of J C-K. 


WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city, permanent job; 
state age, experience, salary expected, 
in first letter. Address “R., 2165,” care 
of JC-K. 


DEALER leaving for West coast, collect- 
ing active accounts; seeks top contacts 
of diamonds; swiss watches, gold 
charms etc. principals only, all replys 
in strict confidence. care P. O. Box 667 
Point Pleasant Beach, N. J. 











ONE of the oldest and largest whole- 
salers on the East Coast with all the 
top lines; needs man for established 
territory in Virginia and the Carolinas ; 
good draw; write to Max Kohner., 21 
W. Baltimore St., Baltimore, Maryland. 








CLOCK and watch salesman, with retail 
following, wanted by importer of pop- 
ular priced 17 jewel swiss watch line 
and imported clocks, travel alarm, desk 
and musical alarm and 400 day clocks. 
Address “B., 2909,” care of JC-K. 





TWO permanent salesmen positions must 
be trained to handle all watches and 
diamonds; must have good reference ; 
send full information and salary ex- 
pected in first letter. Address “W., 
2947,” care of JC-K. 





MANAGER, experienced, must have a 
thorough knowledge in all phases of 
credit jewelery store operation; must 
be willing to relocate in town 30,000 
population near Oklahoma City. Address 
“R., 2915,” care of JC-K. 





SALESMAN living in Indiana or Ohio to 
travel in Indiana, Ohio and Kentucky: 
nationally known lines; bands, straps, 
material and better jewelry; good draw 
and commission. Write Mr. Paul, 801 
Metropolitan Bldg., 33 John R., Detroit 
26, Mich. 


EXPERIENCED salesmen wanted for 
manufacturer importer; excellent line 
of rosaries, medals, religious novelties ; 
liberal commission ; midwest, south, and 
west coast territories open; no objection 
to non conflicting side line. Address 
“D., 2931,” care of JC-K. 











DIAMOND salesman to represent large 
New York loose goods importer; only 
men with good following among jewelry 
manufacturers ring manufacturers & 
watch houses in the New York area 
should apply : excellent opportunity. Ad- 
dress “‘K., 2928,” care of JC-K. 





THE Bartek Company, leading manufac- 
turer of women’s tailored fashion jew- 
elry has openings now for two salesmen ; 
one for the territory consisting of Ohio, 
Indiana and Michigan; and one for the 
southeast; 366 Fifth Avenue, New York 
ie a A 


PERMANENT position for two assistant 
managers for jewelry stores capable of 
assuming full responsibility and fully 
experienced in all phases: state age, 
references, salary expected, and etc. 
with first letter. Address “W., 2946,” 
care of JC-K. 


(Continued on page 156) 














FOR MAY, 1957 








































































































SAL ESMEN : 
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(Continued hina page 155) 


SALESMAN wanted: well established 
large manufacturer of a popular priced 
line of silver plated holloware is looking 
for good representation for the West 


Coast territory; have well established 
accounts. Address “L., 2958,” care of 
JC-K 





YCUNG man to make himself generally 
useful for diamond and mounting house ; 
must have knowledge of diamond line; 
excellent opportunity for advancement; 
give rcferences, experience and refer- 
ences in first letter. Address “‘C., 2893,” 
care of JC-K. 


WANTED by Sept. list, energetic man 
with pleasing personality, experienced 
in all phases of jewelry business, for 
fine Florida store; excellent opportunity 
for right party, who some day would be 
interested owning his own store. Ad- 
dress “K., 2897,” care of JC-K. 


SALESMEN mer. for retail credit jewel- 
ery store in Vermont, must also know 
window trimming; send photo and com- 
plete resume for past 10 years; salary 
and commission, and a very good 
future. Address “M., 2912," care of 
JC-K 


DISPLAY MAN; experienced window 
display man for top jewelry. oper- 


ation; must be experienced sign 
writer; top salary and excellent 
future; all information eonfidential; 
contact Irvin Stein, Roy & Com- 
pany, Broad & High, Columbus, 
Ohio. 


MIDWEST salesman waneed by well 
known manufacturer of diamond 
ring mountings and engraved wed- 
ding rings selling to wholesalers 
and chains; this is a long estab- 
lished line offering excellent op- 
portunity to the right man. Address 
*A., 2937,” care of J C-K. 


OFFICE Manager, excellent oppor- 
tunity with watch importer; experi- 
enced; supervise production and 
office procedure; inventory control; 
correspondence; billing; full infor- 
mation and references first letter; 
replies confidential. Address “F., 
2837.” care of JC-K. 


LIVE wire salesman can make 
money with our line; nationally ad- 
vertised and known as the best and 
most comprehensive line of searab 
jewelry, dise jewelry, identification 
bracelets and money clips; territory 
open south of Virginia, southwest, 
west coast, Admark, 714 Sansom 
Street, Phila. 6, Pa. 


wanted with non-conflicting 


line for the middle west: also salesmen 
for west, south, east, to carry ladies’ 
and men’s sterling silver rings to the 


better retail stores on commission basis: 


we want men who are aggressive and 
have a good retail following; replies 
confidential. Address “S., 2924.” care 
of JC-K 


STORE MANAGER; a successful re- 
tail jewelry chain in the vicinity of 
the Chicago area has a permanent 
position open to manage a high vol- 
ume credit jewelry store; top salary 
plus percentage of sales or profit; 
age 25 to 45; state previous history, 
salary desired, and earnings for 
1956; all replies confidential. Ad- 
dress, “R., 2948,” care of J C-K. 


‘'ATCHMAKERS and department 
agers: openings in leased watch 
jewelry repair departments in 
department stores throughout country: 
old established company seeking only 
men interested in permanent positions: 
excellent working conditions; high pay: 
state age, experience. People’s Watch 
Repair Company, 120 Summit  St., 
Toledo, Ohio. 


man- 
and 
leading 





' 


PERMANENT position as assistant 





to 
long established lower Manhat- 


owner ; 
tan retail jewelry store; must be ex- 
perienced in all phases of store opera- 
tion including knowledge of diamonds 
and estimating special order work; 
excellent opportunity for a capable and 
industrious man; please state age, ex- 
p_rience, salary desired, and enclose 
photo in first letter. Address “EK., 2921,” 
care of JC-K. 





SAL ESMEN ; 


SALESMAN 
well 
holloware 
ling silver 
excellent 
are 
in 
d partment 
line 
coast and we 
tomers : 
man who will cover the territory inten- 
sively; 


GENERAL 


SALESMAN to call on retail jewelers in 


all or any of these states; Texas, Mis- 
sissippi, Louisiana, Alabama, Tenn. 
Kentucky and Georgia; line consists of 
diamond rings, diamond wedding rings 
and mountings, also loose diamonds; 
could have non-conflicting side line; 
drawings against commissions; state 
age, experience and references; Joseph 
Schulman Inc. 34 Eldridge Street, New 
York 2, New York. 





nationally known diamond 
ring house adding to our sales organi- 
zation: have open territories south, 
central middle west, southwest, and 
New England; men with established 
retail jewelry store following need ap- 
ply ; $10,000.00 drawing account against 
commission; give detailed antecedents 
in first letter ; our men know of this ad; 
all information kept in strict confidence. 
Address “R., 2936,” care of JC- *K. 





SALESMAN for ring house in seovitery 


consisting of the states of Illinois, 
Wisconsin, Minnesota, lowa, Mis- 
souri, etc. covered by predecessor 
for thirty-five years; line is com- 
prehensive composed of diamond 
goods and colored stones; drawing 
against commission; reply confi- 
dentially. M. H. Shiman & Co., 
Inc., 48 West 48th St., New York 
3 , 


. . . 
NATIONALLY known manufacturer of 
religious jewelry intensifying sales 


coverage wants aggressive, experienced 
men with retail clientele for the follow- 
ing states: South Atlantic, midwest, 
tocky mountain, Pacific Coast; no ob- 
jection to non-conflicting line ; 15% com- 
mission: give complete information re- 





garding age, experience, and lines now 
carried. References required. Address 
“W., 2951,”" care of JC-K. 

SALE SMEN: nationally kaown manufac- 


turer wants aggressive salesmen or sell- 
ing organization catering to better 
specialty shops, fine jewelers, and de- 
partment stores to sell high fashion 
cast jewelry line: no objection to non 
conflicting line; good territories open; 
liberal commission; give complete in- 
formation regarding age, experience and 
lines now carried: Referenc es — 


Address “W.., 2952 care of JC- 
AGGRESSIVE salesmen wanted to 
handle nationally advertised, com- 


plete religious jewelry line, com- 
petitively priced; experienced man 
with retail following, giving com- 
plete coverage in any of the follow- 
ing territories: greater Chicago; 
greater Pittsburgh and West Vir- 
ginia; midwest, Texas. Many active 
accounts; 124%% commission; side- 
line permitted. Address, “L., 2920,” 
care of J C-K. 


for west coast territory for 
established line of sterling silver 
and a complete line of ster- 
baby goods: also available 
line of brass giftware; we 
seeking a man who is well known 
the territory and has been covering 
stores and jewelers; our 
is well known on the 
have many satisfied cus- 
a good income is available for a 


of sterling 


Crown Silver: 366 Fifth 


Inc; 
New Y 


York 1, N. 
MANAGER; unusual op- 
portunity for- qualified individual 
to supervise and manage one of the 
largest chains of retail jewelry in- 
stallment stores outside of the state 
of New York; salary five figures 
plus profit sharing program; op- 


Avenue, 











JEWELRY 





portunity to buy into corporation; 
age 35 to 50; in your reply state 
previous experience, salary desired, 
and actual earnings for 1956; re- 
plies held in strict confidence; our 
officers have knowledge of this ad; 
one of the executives of our cor- 
poration will contact you by phone. 


Address, “R., 2949,” care of J C-K. 





SALESMAN for Virginia, Ww. Virginia, 


Kentucky, Georgia, N. C., S. C., 
Florida, Alabama; we require a top 
notch experienced go getter with 
ambition, imagination and enthusi- 
asm; to carry the most outstanding 
and complete ring lines in the coun- 
try; our promotion aids include 
window’ displays, merchandising 
plans, mats, price tags and full co- 
operation for volume selling; this 
is your opportunity to join the fast- 
est growing ring firm in America; 
give complete resume in first letter. 


K. Polishook & Sons Corp., 216 F. 


45th Street, New York City. 
FIVE additional top flight salesmen 


for New York, New Jersey, Penn- 
sylvania, North and South Carolina, 
Georgia, Alabama, Florida, Missis- 
sippi, Arizona, Louisiana, New 
Mexico, Texas, to present, for the 
first time to the better class stores 
the new Montrose Electronic Clocks, 
backed by television, radio, and 
newspaper advertising; only sales- 
men with following in better stores 
will be considered; drawing account 
against commissions; additional, 
two sales supervisors required on 
regular drawing account. Write full 
details in first instance: P. R. Myers 
& Company, Myers Building, Mama- 
roneck, New York. 


following, 
line, sll pat- 
rings: onlv 
himself 


salesmen, reta‘l 
compact money-making 
ented vari-gem gold stone 
stone ring line where retailer 
can interchange and securely reset a 
vari ty of birthstones and onyx stones 
in 60 seconds: dynamic sales producing 
promotion program: excellent commis- 
sion: territories open ; Tllinois, New York 
State: Connecticut, New York City, New 
Jersey, Pennsylvania, Marvland, Wash- 
ington, D. C., Virginia, West Virginia, 
Texas and Louisiana: protected terri- 
tories: supply references and experi- 
ence: confidential. David Pfeffer Co., 
Inc., 196 Fulton St., New York, N. Y 





For Sale 


Stores, Stocks and Businesses 








SEATTLE, 
location 


ONLY 


and 


TWO 


FOR 


will 
tures free: 
Martinet Jewelers, 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Washineton : 
owner retiring. 
of JC -K. 


25 years in same 
Address “A,, 
2961," care 


town of 3,000; 
$30,000: will sell funitur 
only, if desired: Michael 

E llinwood, Kansas. 


jewelry store in 
volume over 
fixtures 
Prohodsky, 


modern cash j wwelry stores. in fast 
growing Jersey: shore area: ample re- 
pairs: clean stock: low rental: write: 
P. ©. Box 667, Point Pleasant Beach, 

Sale: jewelry store in Greeley, Col- 
orado: population 25,000; college town; 
rich agriculture country: excellent lo- 
eation: modern fixtures; reasonable; 


Garretson Jewelers. 


ee IF ORNIA store established 22 vears: 


best lines of watches and sterling silver ; 
sell for inventory; $8000.00 fix- 
selling cause of death. Write 
Tracy, Calif. 


TRADE shop, northeastern Ohio, doing 
fine 
findings 
$8 000.00: 


2833 


business; all necessary equipment, 
and tools; excellent buy at 
terms or cash. Address “E., 
,”’ eare of JC-K 








JEWELRY store sale; must leave state; 
central Indiana, population 68,000; 
finest lines, including Gorham silver, 
inv_ntory $50,000,00; can reduce to suit. 
Address “U., 2905,” care of JC-K. 

TRADE shop, Los Angeles, completely 
equipped, low overhead, gross over $10,- 
000 last year, all good accounts; price 
$2,500; Address “L., 2898,” care of 
JC-K. 


JEWELRY store in fast growing central 
Florida ; town of 5000; ideal for watch- 
maker, no competition, good location; 
very reasonable; have other interests. 
Address “C., 2954,” care of JC-K 


MODERN credit store in 100% loca- 
tion in Birmingham, Alabama; long 
reasonable lease; will sell with or 
without acts; will take minimum of 
$12,000.00 cash to handle. Address 
“M., 2914,” care of JC-K. 


MODERN jewelry store; good business 
section ; excellent for watchmaker: good 
lease, no percentage; with or without 
stock; other interests; $2500. cash will 
handle; near Long Beach, California: 
Address Box 1030, Alhambra, Calif. 

FOR sale very attractive jewelry store, 
gift shop; soundly established : business 
with good repair facilities and potential ; 
modern fixtures; new building; good 
location; clean inventory. Address “L., 
2935,” care of JC-K. 





JEWELRY store on main business street, 
northern New York: established 11 
years ; wonderful opportunity for watch- 
maker, jeweler; approximately $15,- 
000.00 cash. Address ‘‘R., 2916,” care of 
JC-K. 

WELL established; jewelry store in ex- 
cellent suburb, inside city limits of 
Jacksonville, Fla.; splendid opportunity 
for a couple; nice fixtures, air condi- 
tioned; owner retiring; Address “F., 
2959,” care of JC-K. 


JEWELRY import wholesale one man 
business well established middle 
west with excellent profit potential; 
attractively priced; family reasons. 
Address, Circular #334, JC-K, 360 
No. Michigan Avenue, Chicago 1, 
Illinois. 


JEWELRY store, Los Angeles, California: 
established twelve years and doing 
forty to fifty thousand annually: full 
price $7500.00 includes safe, fixtures 
and lease; inventory extra; National 
Realty, 7001 Melrose Avenue, Los An- 
geles, Telephone WEbster 3-5566. 

MODERN credit jewelry store near Los 
Angeles, 50,000 pop., established, inven- 
tory $12,000; fixtures reasonable: ac- 
counts, receivables purchase optional: 
share low rental with optometrist: good 
location. Address “P., 2899,” care of 


MODERN airconditioned jewelry store, 
25 miles outside Detroit, Michigan: 
clean stock, plenty watch repairs; doing 
over $60,000.00 annual; $210.00 a month 
rent; good lease, $55,000.00: for infor- 
mation Address “D., 2892,” care of 
JC-K. 





JEWELRY store for sale in Florida town 
of over 200,000; modern fixtures and 
front, air conditioned, clean stock, lead- 
ing iines, low inventory at this time, 
good lease and low rent, excellent down- 
town location; reply P. O. Box 1927, 
Temna, Florida. 


Jewelry store in central New York, on the 
New York central railroad, established 
40 years; population 10,000 large trad- 
ing area; excellent location, inventory 
$20,000; can reduce; sacrifice for health 
reasons. Address “D., 2902,” care of 
JC-K. 

$60,000 will buy my 20 year estab- 
lished jewelry store in southern 
California; population 85,000; ex- 
cellent location; 10 year lease; de- 
tails will be given to reliable respon- 
sible parties, Address “C., 2911,” 
care of JC-K. 








JEWELRY store for sale established 34 
years ago; ideally located in thriving 
community of 14,000 people; 16 miles 
southwest of Chicago; carry a full tine 
of merchandise and plenty of repair 
work ; excellent opportunity for a young 
man. Address Stepens Jewelry Store, 
16 E. First St., Hinsdale, Illinois. 


JEWELRY store 90 x 25 modern front 
#1 location; est. 20 yrs. fine fix- 
tures; air-conditioned, gas, heat, 
long lease, rent $100.00; pop. 14,- 
000, drawing area 200,000; reduced 
stock and fixt. about $12,000.00; 
part-terms to reliable party. Sco- 
field’s Jewelry Store, Norfolk, Ne- 


braska, 





JEWELRY store in town of 10,900 in 
heart of ski country established ten 
years; grossed $37,000 in 1956: inven- 
tory now $14,000; large safe, good fix- 
tures, Main St., location, on the square; 
$25,000 takes all including 6,000 repair 
cards but does not include repair tools; 
| have interest in Florida. Address “B., 
2907,” care of JC-K. 

JEWELRY store in growing castern Vir- 

ginia boom city; 22,000 population, 
five large industrial plants in operation, 
two under construction: beautiful new 
large air conditioned store, new mer- 
chandise, beautiful new modern fix- 
tures; excellent watch and jeweiry 
business; long lease can be arranged: 
stock and fixtures at inventory $25,000.- 
00; will sell for $21,000.00: wonderful 
opportunity; reason for selling other 
business interest; Minshew’s Jewelers, 
108 Main St., Hopewell, Virginia. 





ee Sn 


LOCATION in heart of Montgomery, 
Alabama downtown section; store re- 
cently closed due to having another 
location in the city; will sell all 
floor and wall fixtures, a Nztional 
Cash Register installment posting 
register, a five ton Carrier air con- 
ditioning unit; display and office 
equipment and everything else for 

3,000, provided you are responsi- 
ble to take over the lease at $450.00 
a month; no accounts receivable or 
inventory to buy; write or telephone 
Mr. N. Popkin, 78 Dexter Ave., 


Montgomery, Alabama. 

MANUFACTURING jewelry shop after 
40 years in the manufacturing business 
of fine platinum and gold jewelry: I de- 
cided to retire: I am proud to say my 
business always enjoyed the very best 
reputation for honesty, integrity, fine 
quality merchandise and an A rating 
in red book; the future of this 
business is unlimited for a young man 
who is willing to work hard and build 
a name for himself as I did in the larg- 
est industrial city, middle west; this 
business is free of all indebtness: sell 
at cost or below: requires little cash: 
modern office in corner with equipped 
shop; room for five men: reasonable 
rest; just come in, go to work, I agree 
to stay one month or longer if you 
want me to acquaint you with cus- 
tomers, etc., gratis. Address ““W., 2926,” 
care of JC-K. 





Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 


ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland. Br 4-7303, Chi- 
cago 26, IIL. 





COLMES BROS.; buyers and liquida- 
tors of jewelry stores; Max Colmes, 
18 Tremont St., 333, Boston 8, 


Massachusetts. 


COMPLETE jewelry auction; for fast 
efficient service, call or write col. 
Ed Dean Jewelry Auctioneer, 81% 
Main St., Nashua, N. H. TU 3-3051. 

WE will buy your store for cash or 
through a dignified flat or auction 
sale; wire, write or phone Sam J. 
Markus, 2321 Bayview Lane, North 
Miami, Florida. Plaza 8-4254. 





CONSULT M. Y. Finkelman, 29 E. Madi- 
son, Chicago; since 1923 highest cash 
prices paid for diamonds and all other 
jewelry stocks; call collect Dearborn 
2-3407: reference, your bank. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures; high- 
est prices paid; bank and trade refer- 
ences. Write 15 Maiden Lane, New 
York, Telephone Rector 2-6565. 











GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement On 
page 33. 








'M SORRY: call M. & M. first and don't 
be sorry ; we pay top dollar for complete 
jewelry stores; quick action, no delay; 
M. & M. Distributors, Inc., 212 South 
Campbell Ave., Springfield, Mo., Phone 
4-7716. wy 

SAMUEL ISOW pays highest cash price 
eo complete jewelry stores or surplus 
stock: get my offer before selling, it is 
to your advantage; bank and trade 
references. Write 54 Lispenard St., New 
York. Telephone Canal 6-5233. 











IF YOU have a business problem or 
need cash, let us solve it through a 
flat or auction sale; Colmes & Brill, 
45 West 45th Street, New York City, 
auctioneers and appraisers; see our 
ad page 135. 


WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York ; 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services: also buy stores for cash; 
write, wire or telephone Longacre 


DO you need cash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in_our 
files for your inspection. Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL 7-4693; 
See page 94 for additional details. 


JEWELRY - CHINA - OBJECTS D’art 
auction service; a professional long 
experienced liquidation firm of 
professional jewelry auctioneers 
operating on strictly a commission 
basis and specializing in complete 
close-outs of stocks and fixtures 
down to the very key in the door; 
every sale managed and conducted 
by Faussett with an able associate 
auctioneer. We hold the record for 
complete liquidation of fine stores 
during the past decade; when repu- 
tation counts we are usually called 
in: an advertiser in this publication 
for the past 40 years; when matters 
cannot be settled by mail or wire 
we will come and see you at our ex- 
pense; America’s foremost jewelry 
auctioneer; Thomas J. Faussett, 
Howell, Michigan. 





(Continued on page 158) 








FOR MAY, 1957 








































































(Continued from page 157) 
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A MARTY MILES SALE guarantees quick 
action-cash profits; our service costs 
you nothing; testimonial letters from 
hundreds of jewelers prove the cost of 
each sale is turned into a profit by ter- 
rific extra volume of sales profit wise 
our efforts produce for you; every sale 
is carefully analyzed, planned in ad- 
vance and is under constant supervision 
of our executive staff; you can afford 


the best; write, wire, phone Marty Miles 
Sales Inc., 910 N.E. 136th Street, Miami, 
Florida ; phone Plaza 1-2885. 








Wanted to Purchase 





GEMOLITE or similar diamond scope also 
diamond balance with rider system to 
1 ect.; give full description and price. 
Address “S., 2896," care of JC- K. 


WANTED, trade in watches, gold ana 
filled scrap; best prices; check at once ; 
will hold for approval. DeLuxe Watch 
Co., 211 N. 7th St., St. Louis 1. Mo. 

ESTABL ISHED 
Indiana area, 
50,000; information 
full partic ulars wanted. 
2957," ’ care of JC-K. 


STE RLING silve r 
brand watches; 
reference, J. B. T. 
street. Address “P., 
JC-K. 


jewelry store in Ohio ; 
population from 15 to 
held confidential ; 
Address “L., 


and name 
prices paid; 
& Brad- 
care of 


flatware 
highest 
and Dun 
2984,” 
store, midwest 
10,000 to 50,000 
purchase ; 
Wittau, 
Wis. 


jewelry 
city 

cash to 
Kugene 

Marinette, 


ESTABLISHED 
area preferred, 
population; have 
send information to 
1424 Thomas Street, 


American, foreign, 
please state 
replies. 

1802 


SOUVENIR 
with or without 
quantity and price; 
Edward G. Wilson, 
C -hestnut St., Phila., 


Spoons ; 
enamel! ; 
prompt 
Antiques, 
Pa. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 


SPOT cash for diamonds, wetslees, new 
or old, miscellaneous jewelry; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 














for this purpose; established since 
1919; for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers Board of Trade. Harry 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Illinois. Ran- 


dolph 6-7390. 





HIGHEST cash prices for diamonds, 
loose or mounted new stock, trade 
in’s out of pawn; watches, standard 
makes, new or trade-in’s; flat silver, 
active or inactive, Gorham, Towle, 
Reed & Barton, Wallace, Interna- 
tional, other makes; any surplus 
stocks; old gold, gold filled, silver. 
Shipment held for approval; refer- 
ences; Dun & Bradstreet, S. W. 
Hora, 1810 Netherwood Avenue, 
Memphis, Tenn. 

WE want to seni Sinaia store or stores 
to add to our chain of 12 stores; 
preferably, but not necessarily, in 
the middle west; must have fine 
reputation and good location in 
town of at least 10,000 population ; 
will pay cash; inquiries confiden- 
tial; we are not promoters, auction- 
eers, or liquidators; check us in 
Dun & Bradstreet or Jewelers’ 
Board of Trade. Write, wire, phone 
collect, Trading Corporation of 
America, 55 East Washington Street, 
Chicago 2, Illinois, Telephone: 
Central 6-8502. 











Watch Work, etc., for 
the Trade 





BOSTON, Mass.; expert and guaranteed 


watch repairing; Watchmaster tested: 
prompt service ; prices on request; mail 
orders invited. David Migdal & Co., 


109-B Summer St., Tel. Hu 2-9547. 

QUAL ITY jewelry and wenn s repairing 
skillfully performed; fast, accurate 
service our specialty; your trial ship- 
ment and inquiry solicited. Oscar 


Aron, 62 West 47th St., New York, 
N. Y. 


FINE wetdh repairing for the wade: all 
work guaranteed for 1 year; 3 to 5 
days service; Watchmaster tested : rea- 


A. H. Schierer, Watch- 
Oak Park, 


sonable 
maker, 
Til. 


prices. 
101 S. Marion St., 


| 





QUALITY watch repair; certified master 
watchmaker No. 1262; iast accurate 
service our specialty; your trial ship- 


ment and inquiry solicit.d. Land Park 
Jeweler, Jack E. Mote, 4412 Del Rio 
Rd., Sacramento 22 


, Calif. 





FOR the most. efficient: service and finest 
quality work; please write for price 
list watches; returncd accurately timed 
by watch master; cases reconditioned 
like new at very modest prices. Ernest 
Lowe, 2806 Daniel Road, Chevy Chase, 
Maryland. 








Special Order Work and 
Repairs for the Trade 





school and fraternal em- 
stone and gold seal 
crests engraved precious, semi-precious 
stones. Harry Braunfeld, 108 Fulton 
St., New York 38, mi. 


ENCRUSTERS ; 
blems encrusted 





makes and 
rifle scopes, 


BINOC U LARS 
models; also telescopes, 
op_ra glasses, barometers; authorized 
Bausch & Lomb, Zeiss, Hensoldt, Bush- 
nell dealer. Tele- -Optics, 0514 Lawrence, 
Chicago 30. 


repaired, all 


CUSTOM earved cameos; any y design, 
insignia, emblem, pets, or portraits 
can be handcarved on genuine 
cameo shell, in sizes up to 50 milli- 
meters; all work done in Torre Del 
Greco, Italy; send drawing or 
photo; 1.25 per millimeter deliv- 
ered; ready for mounting in brooch, 
ring, ete.; expect 5 to 6 weeks for 
delivery; when ordering give size 
in millimeter, give form round, or 
oval, and type of cameo shell; there 
are two; “Gorniola” has a_ pink 
flesh color, and “Sardonica” has 
white with a dark background; these 
are the finest cameos made; the 
work must be seen to be appreci- 
ated; you will marvel at the fine 
detail; hand carving also done on 
“mother of pearl” at 1.05 per milli- 
meter up to size 80 millimeter; 
special order work and carving done 
on coral; John C. Rizzo, 6 Hoover 

J. 


Avenue, Ford’s N. 











Miscellaneous 








EUREMA hard soldering Sux: a time 
saver for better and quicker soldering, 


an oxidizer and pickle; tried and proven 
for over 50 vears; also jewelry and 
silverware cleaner; be convinced try 
it: buy it through your jobber. Ad- 
dress “T., 2963,” care of JC-K. 





Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


ORDER BLANK FOR CLASSIFIED ADS 


See First Classified Page for Rates & Reguiations 


ALL ORDERS: CASH IN ADVANCE 


5-57 

















Please check if box No. 





Wanted [] Name (Please Write Plainly) 
Enclosed is Check [) or Money Order [J Street 
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Nervous About Business? 
Who Isn’t? 


® ONLY THOSE WHO, unknown to themselves, are 
on their way to trouble are unconscious of the 
necessity for new ideas—but quick. 

It is this subconscious knowledge that new 
ideas must be born which induces nervousness in 
the sensitive merchant today. And every success- 
ful merchant must be sensitive; for he must be 
creative. 

Now it is human nature to postpone for just 
a little longer the doing of those things which are 
distasteful or difficult. And there is nothing more 
distasteful than the labor pains which precede the 
birth of a new idea. There is nothing more dif- 
ficult than the turning over of one’s mind during 
the extended period of concentration necessary to 
bring forth a successful plan of action. 

This human reaction is somewhat akin to the 
effort required to set the date for an operation 
which the doctor has recommended. The more 
painful and threatening the condition, the easier 
it is to set an early date. If the pain and danger 
are not so acute the date for action is normally 
postponed. 

So it is with many businessmen today. They 
know that many of the old ideas and procedures 
which have been productive for years are getting 
a bit tired—aren’t pulling as they did. Not that 
the old ideas weren’t adequate for their times, but 
they were designed for yesterday’s conditions. 
Every merchant knows he has to get new ideas— 
revise his thinking today. This he must do if he 
is to plan for the great future which is promised 
for the next ten years in this country. 

But the pain of slackening business is not ex- 
cruciating yet—tthere is no danger of immediate 
disaster. 
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So, too many businessmen quite humanly post- 
pone the painful business of sitting down, con- 
centrating, calling upon their experiences, arous- 
ing their internal drive—and becoming creative 
right now. 

Nonetheless, they know they should, and there- 
fore suffer from the gnawing of their conscience 
and endure a state of nerousness they charge to 
“business conditions.”’ 

Yet they know this is only the manifestation 
of a guilt complex. They know they are posi- 
poning the dispatch of an obligation they have 
to themselves, their business and their associates 
who count upon them for leadership. 

They know they should be conceiving new ideas, 
new policies, new actions in line with the new 
American market of today and tomorrow. They 
know that only in that way can they experience 
the thrill of creation and witness a rebirth of 
enthusiasm throughout their business. 

They know that only in that way can they dis- 
charge their responsibilities to their families, 
their associates and the great American economy 
which has been so kind to them in the past and 
holds such great promises for them in the future. 

So if you’re nervous about business, why not 
apply the therapy indicated to correct that condi- 
tion? Work—creative work. Why not apply it 
right now? 


Editor and Publisher 
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Msp ZZ For more profit in your 


May-June silver business... 


feature the exciting 


LE-DIVIDEND” PROMOTION 


rn COMMUNITY 


THE FINEST SILVERPLATE 


Stock it and promote it now to take advantage of the May- 
June bridal and gift business. Your customers have already 
read about it in April McCall’s . . . and more are reading 
about it today in the May Ladies’ Home Journal... the two 
months they are shopping for these special gifts. And value- 
conscious customers will insist on this never-before oppor- 
tunity to purchase a service for 8 for the price of a service 
for 6 in wanted Community.* 


But remember, this offer is good for a limited time only, so make the most of it! 


"TRADEMARK OF < 


Here’s how the offer works. A double dividend of two place 
settings (worth $22) is yours .. . to offer free with the pur- 
chase of a 40-pe. service for 6. Thus, you can sell a complete 
52-pe. service for 8 (regularly $97.50) for just $75.50! Offer 
includes choice of all five Community patterns, plus blond 
or mahogany-finish chest. For customers not needing a chest, 
offer is good with exclusive Community buffet-drawer trays 
... for just $66.00 complete. 
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